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There was all sorts of activity at last week’s 
Housewares Show. and to the surprise of many 
in the trade, some of the activity consisted of 
writing orders. 

As the show opened, many exhibitors con- 
fessed that they simply didn’t know what to 
expect. But by mid-week this air of uncer- 
tainty had given way to cautious optimism as 
heavy attendance, good open-to-buy, and some 


There were no rose-colored glasses in evi- 
dence at last week’s NARDA convention in 
Chicago. And no one on the program or in 
the audience attempted to minimize the 
problems facing the industry today. 

What struck observers at the NARDA ses- 
sion was the obvious determination of the 
dealers to seek their own problems and solu- 
tions. They listened carefully to what manu- 


3 And for the best clue of all, turn to page 37 for the we 


STATISTICAL 
AND 
MARKETING 
ISSUE 


What happened last year and what’s likely 
to happen in the year ahead? 

You’ll find all the data you need to answer 
those questions in this annual statistical and 
marketing issue which through the years has 
established itself over and over again as the 
industry’s most authoritative source of vital 
marketing information 
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Three Clues To ’61 


new items combined to produce orders. 

Actually, many of the new items on dis- 
play were hardly more than prototypes. 
Manufacturers explained that they were sam- 
pling reaction, tooling up, or waiting for 
parts. And many hedged on availability. 

Promotional lines were active despite some 
evidence of a trend to trading-up. 

Full story begins on page 7 


facturers and outside experts told them, but 
it was apparent that many of them agreed 
with Harry Price’s contention that it was up 
to the dealer to live with these problems. 
One immediate problem facing NARDA is 
to find a replacement for Executive Vice Pres- 
ident Gail Pinkstaff whose resignation came 
as a sudden climax to the convention. 
Story begins on page 6 


Months of work have gone into this year’s 
statistical issue. Early in 1960, EM Week’s 
market research department, under the di- 


rection of Marguerite Cook, began compiling 
the raw material which is summarized here 
in convenient and easy-to-use charts and tables. 
In the final weeks of 1960, EM Week’s edi- 
tors began putting together the market studies 
which pinpoint exactly what happened in the 
major appliance, consumer electronics and 
electric housewares industries last year. And 
as 1960 faded into 1961, the finishing touches 
were put on this’material to insure an up-to- 
the-minute report which will be timely and 
useful to you during the entire year ahead. 

There are 32 pages of fact-packed in- 

formation here. It begins on page 37. 
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Will Labor Stop 
Japan Imports? 


Chicago area electronics execu- 
tives last week pondered a 
labor union’s threat to refuse 
to handle any Japanese-made 
parts after May 1 


Announcement of the impending 
boycott was made by Frank Dar- 
ling, president and business man- 
ager of Local 1031, AFL-CIO In- 
ternational Brotherhood of Electri- 
cal Workers, in letters to 132 com- 
panies where the union has repre- 
sentation. 


It was the strongest step yet taken 
by the Chicago labor leader, who 
has been appealing to radio-TV 
manufacturers for two years to stop 
using components from Japan and 
other low-wage countries. 

“The crisis confronting the work- 
ers and the parts manufacturers in 
our industry is growing more viru- 
lent daily because a relatively few 
set manufacturers persist in this 
ruinous purchasing policy,” Darling 
said. 


Reaction from Chicago-area radio- 
TV companies ranged from “he’s 
tilting at windmills” to “I wish him 
lots of luck.” 


Apparently unaffected directly by 
any such boycott would be the “big 
three” of Chicago’s consumer elec- 
tronics picture—Motorola, Inc.; 
Zenith Radio Corp.; and Admiral 
Corp. 

Motorola, which imports about 
3% of its total components require- 
ments has no contracts with any 
unions. Zenith has an agreement 
with another union. Admiral has an 
agreement with Local 1031, but 
Admiral is as steadfastly opposed 
to Japanese imports as Darling is. 

However, a few smaller radio- 
TV set makers, plus one or more 
tape recorder manufacturers, could 
be affected. 

James Archambault, president of 
Webcor, Inc., which imports some 
Japanese tape recorders, said he 
planned to get together with Dar- 
ling to discuss the problem. 


The union leader contended his 
union had lost 5,742 members in a 
recent three-month period, and that 
total membership had dwindled 
from a high of 47,000 a few years 
ago to a current figure of between 
22,000 and 23,000. 

“Many of our employers are on 
the edge of bankruptcy,” Darling 
said. He attributed the greater part 
of the loss in membership to the 
invasion of foreign-made parts. 





Will It Be Another Month 
Before OCDM’s Decision? 


A U. S. Office of Civil and De- 
fense Mobilization ruling on the 
Japanese  transistor-semiconductor 
case remains a month away—per- 
haps longer. OCDM just received 
the last of many comments on the 
case solicited from various govern- 
ment offices. 

Through EIA, manufacturers ap- 
pealed for protection against Japa- 
nese imports on the grounds that 
the imports endangered national 
defense by weakening the U. S. 
electronics industry. Analysis of 
the case will be dropped in the lap 
of the OCDM director. 
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Color-Full Pledge To The General 


BRIG. GEN. DAVID SARNOFF, RCA chairman of the board, left, and Presi- 
dent John L. Burns, right, accept 3,972 dealers’ pledge to sell 51,501 color TVs 
by May from Curtis Head, Abilene, Tex., dealer, at New York kickoff dinner. 





TV: How Low Is Low? 


Trav-Ler Radio Corp. came to 


New York last week ready to 
wheel and deal at low prices— 
$99 for 17-inch portables 


Trav-Ler’s pricing on its new line 
clearly showed the level that low- 
end merchandise was reaching. 


As little as $99 was being asked for 
17-inch leaders in New York and 
Trav-Ler President Joe Friedman 
said you could see his 19s starting 
for $119 and his 23s at $159. 

Delmonico International’s 19- 
inch Japanese-made portable is now 
going for as little as $126 in Chica- 
go. And Symphonic, searching for 
key accounts with its Philharmonic 
brand, has 19s for $119.90, 23-inch 
consoles at $139.90. 

Faced with the story that Sears 
Roebuck had picked up 5,000 Japa- 
nese portables at $98 per set, Fried- 
man refused to blink. 


“If you want to buy 5,000 sets at 
that price, we can do it,” he 
thumped. (The method of distribu- 
tion Trav-Ler uses makes little dif- 
ference to Friedman. “One step or 
two step,” he said, “we’ve got our 
niche.”’) , 

And Friedman believes he can 
meet the imports on more than 
price. He considers the lack of UL 
approval on the Japanese sets a 
major drawback and doesn’t see 
any chance of them obtaining it. 

Why a new line introduction 
from Trav-Ler now? “Because of 
the economic situation,” Friedman 
pointed out, “we figured we had to 
put it in now, add any drop-ins we 
may need during June.” 


The outlook? “For the first quarter, 
I look for our volume to be the 
same or better than the first quar- 
ter of 1960,” he said. “Profit won’t 
be as good because we’re in a more 
competitive situation now.” 





Can Fedders Be Top Dog 
In Central Systems Too? 


From the home team, the answer 
is emphatically yes. Kicking off the 
new year with a one-day conven- 
tion, Fedders top brass outlined a 
brash, expensive sales program. 


Major feature is the “Master Mer- 
chant” designation to be given to 
carefully chosen retailers who buy 
a minimum amount of equipment 
and agree to cooperate fully in the 
program. To make it as painless as 
possible, Fedders supplies free il- 
luminated signs, literature, dis- 
plays, sales aids, floor plans for 
equipment displayed, and direct 
mail promotional material. In ad- 
dition, they provide ad mats and 
foot most of the cost of a six-month 
local newspaper campaign. 
Borrowing from its widely her- 
alded sales incentive vacation plan 
(where will Fedders send dealers 
next?), the company gives the 
newly designated Master Merchant 


two tickets for an all-expense-paid 
trip to the Virgin Islands. If he 
becomes eligible for the Fedders 
Key Club by selling $20,000 worth 
of equipment, the dealer has the 
opportunity to win cash prizes of 
up to $10,000 and a trip to New 
York. 


Will room units suffer? Not in the 
least, says Fedders. The company 
plans to spend $1.5 million in 1961 
on both campaigns. The promotion 
for room units may even be stepped 
up a little. Although distributors 
will handle both lines, there will be 
separate field staffs and each di- 
vision will be autonomous. 

These plans are part of what 
Salvatore Giordano, Fedders presi- 
dent, calls the aggressive maneuvers 
necessary to “take advantage of the 
pre-sold condition of the central 
air conditioner market and achieve 
a dominant position in the industry.” 





Will They Buy 
More In ’61? 
Survey shows awareness of the 
recession but little alarm. Con- 
sumers remain uneasy about 


present business trends and 
their financial situations 


Unless the Kennedy administra- 
tion takes drastic steps to bolster 
the economy, consumer buying in 
early 1961 probably won’t increase 
dramatically. But things probably 
won’t get worse, either. 

A poll by the University of Mich- 
igan’s Survey Research Center in- 
dicates that the deterioration of 
consumer optimism about the econ- 
omy and of consumer willingness to 
buy has leveled off. 


No further change for the worse in 
the economy is expected by con- 
sumers questioned in the poll. But 
they do not foresee any early im- 
provement in business conditions. 
This leveling off of consumer atti- 
tudes is evidenced in the increas- 
ing number of families who told the 
survey that they experienced no 
change in their financial situations 
during 1960. Other consumer beliefs 
uncovered in the survey: 


Price stability is here to stay. This 
opinion became more widespread 
during last year, and most people 
believe it’s favorable. 


Optimism about the future persists. 
This attitude, the survey declares, 
also was noted during the last two 
recessions. Few told the survey that 
they expect a long depression or 
serious personal financial problems. 


Consumers still want to buy durable 
goods and other items, contradicting 
the opinion of some economists that 
consumer needs in some areas have 
been filled. But optimism about per- 
sonal finances has weakened, the 
survey says, resulting in mixed 
plans for future purchases. 


What will consumers buy, according 
to the survey? 


Comparatively more television sets. 
Fewer major appliances. 


About the same number of home 
improvements and additions as a 
year ago. 

The recession should remain un- 
usually mild, the University of 
Michigan survey concludes, but 
since “consumer optimism remains 
well below peak ievels, it appears 
that caution in spending will pre- 
vail during the next few months.” 





No, Friends, We’re Sorry 
Data Book Isn’t Out Yet 


An advance announcement that 
EM Week will publish a Home 
Goods Data Book and Buyers Guide 
has brought praise for the idea and 
a large number of requests for the 
valuable book. 

The only trouble is that the Data 
Book hasn’t been published yet. As 
reported in late December, it will 
come out as Part 2 of the July 3, 
1961, issue of EM Week. Since every 
subscriber to the magazine will 
automatically receive a copy of this 
hard-cover supplement, it will not 
be necessary to send in requests 
prior to publication. 
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Who Has Key To 


WESTINGHOUSE: 
We're Aiming For 
Self-Service Laundries 


When Westinghouse introduced 
its coin-up dry cleaner a couple of 
weeks ago in New York, the com- 
pany avowed it would put all its 
distribution eggs in one basket. But 
the basket would be a strong one: 
ALD, Inc., commercial distributor 
handling Westinghouse Laundro- 
mat-equipped stores. 


Westinghouse’s emphasis on telling 
its distribution story points up the 
battlefield of the fight for the coin- 
op cleaner market. Product is 
pushed to the back seat as the four 
giants now in the field (Westing- 
house, Norge, Whirlpool, soon to 
be joined by Philco) hustle to get 
the distribution jump on each other. 











Coin-Op Dry Cleaner Market? 


WHIRLPOOL, NORGE: 
We're Going After 


Professional Cleaners 


Both Whirlpool and Norge are 
wooing professional dry cleaners to 
their coin-op bandwagons—but 
they’re going about it in different 
ways. 


Whirlpool set up a division, Com- 
mercial Laundry and Drycleaning 
Equipment Division, to handle all 
coin-op sales, from laundry to dry 
cleaning to coin-changers and pos- 
sibly hair dryers. From there, the 
company will sell dry cleaners, 
either singly with filter for about 
$2,250, or in completely furnished 
geodesic domes, see picture at left, 
for an average of $25,000. 


Why is Whirlpool after professionals 


WHIRLPOOL DOME puts the company in the “package business” business. 
Typical plywood dome with six dry cleaners, furnishings and necessary equip- 
ment will sell through new commercial division for about $25,000. 


in the dry cleaning business? “Dry 
Why is distribution so important? cleaners are a little more compli- 


It takes a goodly number of fam- 
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ilies (one man estimates as many 
as 1,000) to support one machine. 
And the company that first gets its 
machines in the heavily populated 
gravy spots comes up winners. 

ALD, Inc., will peddle Westing- 
house coin-ops to self-service laun- 
dry people in groups of one, two or 
three machines, serviced by a single 
filter and pump. That way, a little 
guy can buy one unit (for around 
$2,300) and add two machines later 
when his business picks up. ALD 
will finance all purchases. 

How much can you make? ALD 
President Frank E. Ross figured you 
can take care of operating costs— 
exclusive of rent, depreciation and 
insurance—with 30 cents a_ load. 


' What’s the potential market for 


Westinghouse as it travels the 
Laundromat route? Today, there are 
25,000 self-service stores. “Shortly,” 
according to Westinghouse Vice 
President John Craig, “there will 
be sufficient volume to support 
100,000 such stores.” 


Why LA Mart 
Brought Smiles 


Business during the Los Angeles 
Markets last week was not as hot 
as the 80-degree weather. But with 
first day attendance reaching nearly 
4,000, prospects were as available as 





during the same day of the 1960 


show at the Home Furnishings 
Mart. The limited number of range 
and washer exhibitors (EM Week, 
Jan. 16, page 4) however got a 
pleasant surprise. Orders placed by 
the “momma and poppa” dealers 


attending the Sunday opening ex- 


ceeded expectations. 

More important was the opti- 
mistic attitude of these dealers, 
many of whom can’t place orders 
for delivery before the first week in 
March because of the state inven- 
tory tax. 


Some highlights and trends: 

Enthused about its entry into 
electric ranges, Magic Chef believes 
dealers will be back in the picture 
when the replacement market for 
tract-home built-ins starts a few 
years from now. 

A trend to higher-end gas ranges 
by small dealers was reported. 
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thing new in television, 
plained, “and last year we did— 
the new 19- and 23-inch screens. 
But some companies, pricing at the 
old 17- and 21-inch levels, missed 
the target and messed things up 
completely.” 





DECISION MAKER: 


Leonard 


Truesdell 


He plans to sell a million sets again in 


1961, but he’s not happy 


Relaxed and suntanned, Leonard 


Truesdell sat behind his desk at the 
Zenith factory—the picture of a 
man who sold more than a million 
television sets. As president of the 
Zenith Sales Corp., he had done it 
in’1960 and was planning to do it 
again in 1961. 


But while Truesdell was pleased 


with Zenith’s 1961 outlook, he was 
far from happy with the industry. 
A year ago, he complained that the 
manufacturers were turning the in- 
dustry into a “bargain basement.” 


And now after taking a close look 


at his competitor’s new, lower price 
levels at the Winter Markets, he 
was again “impressed with the fool- 
ishness of the industry.” 


Last year was a mess, Truesdell 
maintained, because the introduc- 
tions of 19- and 23-inch models 
were poorly handled. 


“It’s hard to come up with some- 
” he ex- 


This will be a year of underpricing 
and price tricks, Truesdell predict- 
ed, citing the Winter Market prices 
as evidence. 


The consequences disturb him. 
“Many thousands of retail dealers 
are not making an adequate profit,” 
he said. “The health of the dealer 
organization is deteriorating and 
their credits are weak. We’ve got to 
start thinking of the retailer. 


“The public is convinced that 


dealers are making a profit at these 





giveaway prices. In reality, they’re 
getting the dealer’s blood. 


“The manufacturers set the pattern. 
Retailers are helpless. All they can 
do is follow.” 

To equal 1960’s selling level, a 
tremendous amount of work is go- 
ing to have to be done, according 
to Truesdell. The first half will be 
rough and Zenith is already taking 
steps to.keep a tight grip on TV 
inventory. 


“We’re going to be flexible all 
through the year, watching produc- 
tion carefully to see if it’s in line 
with sales,” Truesdell explained. 

Flexibility at Zenith means this 
year’s field inventory will be kept 
at 70% to 75% of 1960’s average 
levels. And Truesdell will be ready 
to turn on a dime when a hot trend 
turns up. 

“Truesdell demonstrated what he 
meant by control.. Last August he 
started working toward a year-end 
inventory for TV. On a nationwide 
basis, Zenith missed its magic num- 
ber by 304 sets. Today, Truesdell 
claims, the company’s inventory 
represents 10.6% of the industry’s. 


What else can you expect from 
Zenith in 1961? 

The company will be shooting 
for a larger share of the stereo 
business and Truesdell backed up 
this assertion by pointing out plans 
for expanded manufacturing facili- 
ties. 

Part and parcel of this push in 
stereo will be expansion in mer- 
chandise selling for less than $300. 

And multiplexing, once the stand- 
ards are set, will be heavily pro- 
moted. 





cated than laundry,” a spokesman 
explained. “A dry cleaner has the 
knowledge and experience to han- 
dle anything that comes up. He 
could provide a spotting service, for 
instance. Since this is a new indus- 
try, it would be beneficial to the 
industry to get off on the right foot.” 


Norge agrees with Whirlpool’s ap- 
proach, but is going after dry clean- 
ers through specially set-up dis- 
tributors, not factory reps. And 
Norge is selling a different song: 
“Villages” (with laundry as well as 
dry cleaning), the smallest of which 
goes for some $45,000; the largest, 
$150,000... 


Philco hasn’t declared itself official- 
ly—and won’t until the company 
introduces its unit later this month. 
But a company spokesman hinted 
Philco would go for both sides of 
the road—self-service laundries and 
dry cleaners. What’s more, there 
are hints from Philadelphia of 
something “different” in the yet-to- 
be-unveiled product. 


Today In SF: 
Little Selling 


If any of the hundreds of appli- 
ance-furniture dealers showing up 
in San Francisco today for the 
opening of the 90th Western Win- 
ter Markets wants to see or buy 
white goods, he’ll be strictly on his 
own. Only one of nearly two-score 
local appliance distributors has 
plans this week to make a play for 
this growing group of dealers during 
the heaviest buying period of the 
year. 





Admiral Corp. is the exception. For 
the second year Admiral’s branch 
is playing host to as many appli- 
ance-handling furniture dealers as 
it can corral. 


Why no others? Distributors and 


‘manufacturers told EM Week that 


“any dealer worth cultivating has 
long since seen the new lines.” Two 
distributors had forgotten about 
Market week. Another stated frank- 
ly, ‘The dealers know where we’re 
located. If they want anything, 
they’ll come to us.” 

Tonight the meetings begin with 
the floor covering industry dinner. 
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Straight From 
Washington 


EISENHOWER AND KENNEDY DIFFER SHARPLY on 


both the nature of the recession and what, if anything, 
the government should do to stimulate the economy. 

Eisenhower and his aides see an upturn in the first 
half of 1961, possibly in the first quarter. They see no 
need for increased federal spending or for any exten- 
sion of unemployment compensation benefits. 

Kennedy is not so sanguine. He was expected to call 
for an immediate extension of unemployment payments 
and to add $3 billion to $5 billion to Eisenhower’s 
$80.9-billion budget for fiscal 1962. 

If the recession worsens, Kennedy also is ready to 
recommend an immediate tax cut—to give consumers 
an extra $5 billion or more to spend this year. bl 


STRICTER ANTITRUST ENFORCEMENT can be ex- 


pected from the Kennedy administration—although the 
Eisenhower team made something of a record on its 
own. Robert F. Kennedy, the new attorney general, is 
interested in continuing a drive against price-fixing. 

Eisenhower recommended strengthening antitrust 
laws before he left office. His proposals would: 

@ Require large companies to notify the government in 
advance of planned mergers. This has been rejected by 
Congress, and likely will be again. . 
© Empower the attorney general to issue subpoenas in 
civil antitrust cases, authority he already has in crimi- 
nal cases. Its chances are fair. 

@ Authorize the Federal Trade Commission to seek 
preliminary injunctions if it is likely that a proposed 
merger would violate the law. This has a better-than-even 
chance of approval. 

The final Eisenhower budget also indicates an in- 
crease in the staff of the Justice Department’s antitrust 
division. Eisenhower sought $5.3 million for division 
salaries in fiscal 1962, compared with $4.9 million this 
year. 

The Eisenhower budget estimates FTC expenditures 
for fiscal 1962, beginning next July 1, at $9.5 million, 
up from this year’s $8 million. 

Eisenhower noted that new budgets for FTC, Federal 
Communications Commission, Interstate Commerce Com- 
mission, Securities and Exchange Commission and Civil 
Aeronautics Board will finance a staff 40% larger than 
at the end of 1956. = 


RADIANT BURNERS, INC., WILL GET A FULL COURT 


HEARING on its charges that the American Gas Assn. 
and some of its members conspired to keep Radiant out 
of the gas burner business. 

The Supreme Court so ruled. It reversed two lower 
court rulings which had dismissed Radiant’s charges as 
showing no general injury to competition. But the Su- 
preme Court said Radiant must be given a chance to 
prove its charges at Federal District Court in Chicago. 

If Radiant of Lombard, IIl., can prove its charges, it 
would be entitled to triple damages under the Sherman 
Antitrust Act. It says AGA tests, by which it was de- 
nied the association’s approval, were not objective. 

Radiant claims it was denied gas line connections 
because of its failure to receive approval from AGA. 
It names in its suit AGA, two gas distributors, two pipe- 
line companies, and six gas burner makers. ai 
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Well, it hadn’t hap 
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SOUTHEAST . . . RALEIGH, N. C. 


—Sales of major appliances and 
television sets have been slow 
so far this month, but most 
dealers in the area are hopeful. 

Myron U. Tuttle of Tuttle 
Appliance Co., Frigidaire deal- 
er, reported a 30% lag for this 
month compared to January 
last year but commented that 
“usually the latter part of the 
month is better. We’re antici- 
pating a good sales month... 
Sales of TV are still way off.” 

Reporting a 15% increase in 
gross sales for 1960 over 1959, 
Tuttle said 1961 “will probably 
start slow but we’re expecting 
a big year.” 

Wyatt E. Lynch of Thomp- 
son-Lynch, Philco and Westing- 
house dealer, said, “We're sell- 
ing about as much this January 
as we do any January.” How- 
ever, he chided “too much re- 
cession talk,” commenting: “If 
you could silence a lot of these 
guys with nothing else to talk 
about, everything would be 
fine.” 

Stuart Johnson of the Good- 
rich Store, which handles Kel- 
vinator and Motorola, sized up 
January sales this way: “Com- 
pared to last year, it’s been 
about the same. But last year 
was not a good year.” 


. MINNEAPOLIS— 
White goods, especially laundry 
equipment, were enjoying an 
upsurge here in an otherwise 
seasonally dull market. 

Two of the area’s biggest tel- 
evision and appliance dealers 
said business generally was 
“about on a par” with a year 
ago while a third said sales 
were “down = sharply—about 
20% to 25% below a year ago.” 

Charles F. Brandborg, mana- 
ger of the latter store, the E. N. 
Olsen Co., said he blames the 
slump partly on scarcity of ad- 
vertising money. “Manufactur- 
ers have got to stress advertising 
on the local retailing front,” he 
said. “That seems to be the need 
to stir up some business. People 
are sold on G-E, Tappan and 
other name products. What we 
need is tie-in advertising with 
store promotions. It’s worked 
before and it will work in the 
future.” He said laundry equip- 
ment sales were becoming 
“bright,” with G-E, Amana and 
Philco doing equally well. Mo- 
torola stereo sales had picked 
up too. In television, Motorola 
and Philco were running even. 
But all lines were slow. 

“Don’t get me wrong about 
the slump,” he said. “I’m opti- 
mistic about the future or I 
wouldn’t be here.” 

Colin Haagenson, manager of 
A. C. Carlson, television and 
appliance store said, “We’re do- 
ing quite well—about on a level 
with a year ago.” 

Looking for a good January 
finish and a good February was 





ened yet—that upturn in busi- 
ness that everyone in appliance-TV retailing has 
et dealers remained optimistic. 
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Ben Hagen, owner of Hagen Co. 
Appliances. “We’re down a lit- 
tle right now, but this is -the 
slow season,” he said. 

“We’re expecting 1961 to be 
about the same as last year,” 
he said. “It doesn’t seem likely 
there will be much of a gain, 
but we should hold our own.” 


SOUTH ... LITTLE ROCK, ARK. 
—Many Little Rock and North 
Little Rock appliance dealers 
were talking about a recession. 
But their opinion differed as to 
whether one really existed. 

The viewpoint of Leonard 
Cogbill, owner of a downtown 
Little Rock appliance store was 
typical. “Business has _ been 
slow,” he said, “but it’s picking 
up now. We’re selling more in 
all lines.” 

Cogbill blames slack sales of 
the past two months on “the 
seare of the elections and pub- 
lic talk of a recession.” 

In contrast was the response 
of a distributor who asked not 
to be identified. He said he 
thought the nation was in a re- 
cession—but his company “by 
making more calls and putting 
in more hours in a day” had 
managed to keep sales on an 
even keel. 

Bill Rogers, owner of Island 
Furniture and Appliance, Inc. 
in the Hillcrest shopping center, 
didn’t mention a recession. But, 
he said, most retail appliance 
sales in this area were off 15%. 

W. D. Todd, who owns an ap- 
Ppliance store in North Little 
Rock, said he had noted an up- 
ward trend this month. He said 
it appeared that many buyers 
with Christmas expenses behind 
them were now investing in 
television sets and other major 
purchases for the home. 


WEST COAST .. . PORTLAND, 
ORE.—Restrained optimism— 
looking for no boom but seeing 
indications of a better quarter 
than the last one—was the con- 
sensus of dealer thinking here. 

Weimar Mann, White-Mann, 
Co., for example, found the last 
few weeks cheering. Direct mail: 
advertising pulled for him as it 
did for R. E. Neuman (Neu- 
man’s Radio & Electric—Black- 
Frost Co.). Especially good for 
White-Mann was a private sale, 
announced to old customers 
only, between Christmas and 
New Year’s. 

The Pasadena Tournament ot 
Roses paiade and other holiday 
color TV programming picked 
up color TV sales and interest 
at Petrie’s. Ralph Petrie makes 
a practice of reminding custom- 
ers who have shown interest in 
color television of upcoming 
color programs of unusual in- 
terest. Some who don’t buy 
rent a set at Petrie’s price of 
$25 for two weeks minimum. 
“Eventually. we get most of 
those sales,” said, Petrie. 
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What makes HOOVER biggest in home-care appliances? 





Faith in Hoover workmanship is what presells 





customers before they enter your store! 


You’ve heard of it happening. A 
woman buys a cleaner because its ap- 
pearance appeals to her .. . then later 
trades it in for a Hoover Convertible. 
What happened was, her bargain 
beauty didn’t live up to its looks. Its 
value was only skin deep. 

With a Hoover, exactly the opposite 
is true. It not only has eye appeal, but 
lives up to its looks for virtually a life- 
time. The reason? . Inside that trim, 


HOOVER. 


functional casing are all the engi- 
neering advances that come of 52 years 
of vacuum-cleaner leadership. Every 
part, down to the smallest screw, is 
true Hoover quality. 


What this means to you is a grow- 
ing number of presold customers... 
and fewer service problems to shave 
your profit margin. The Hoover Com- 
pany, North Canton, Ohio. 





FINE APPLIANCES... around the house, around the world. 
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PREACHING THE GOSPEL was Harry Price who closed the convention by 
bluntly telling dealers, “This is what conditions are. Face them because no one 
can help you but yourselves.” And dealers at the convention agreed. 


NARDA’s Gospel: Do 


“It behooves us to make our own 
way,” was the sermon text vet- 
eran Norfolk dealer Harry Price 
picked for the closing session of 
NARDA’s 1961 convention. 

In effect, Price warned the 400 
dealers who filled Chicago’s Palm- 
er House, “this is what condi- 
tions are. Face them because no 
one can help you but yourselves. 
Set your own course and follow 
gd 

And the dealers—a younger, 
more sophisticated breed of appli- 
ance men—agreed. Actually, they’d 
already spelled out their agree- 
ment at session after session dur- 
ing the long, three-day program. 
Their reaction to speeches and 
panels—and their comments—made 
that clear. 


And the convention program was 
loaded with sessions geared to deal- 
ers who were willing to follow 
Price’s advice and make their own 
way. Some typical ones were: 

e “Approaches to Developing Re- 
tail Prices,” by NARDA economist 
Richard E. Snyder. 

e “Generating Capital for a Grow- 
ing Appliance Dealership,” by 
Whirlpool Financial Vice President 
Mason Smith. 

e “Out of Warranty Service Con- 
tracts,” by Earl Young of Sears. 

e “Employees—Your Most Valuable 
Asset,”” by Maurice Cohen of Lech- 
mere Sales, Cambridge, Mass. 


Also on the program were sessions 
about industry problems which vi- 
tally interested the dealers, though 
they, themselves, couldn’t do much 
toward solving them. Examples in- 
cluded: 

e “Franchising on a Sixty-Sixty 
Basis,” a panel led by Price and in- 
cluding executives from five major 
manufacturers. 

e “Digesting the Codes and Regu- 
lations for Advertising We Face in 
61,” another panel, this one dealing 
largely with the Federal Trade 
Commission, with EM Week Editor 
Laurence Wray as speaker. 

e “A Look Ahead for the Electron- 
ic-Appliance Industry,” by Admiral 
President Ross Siragusa, which took 
a hard look at the import situation. 


More trouble ahead for the appli- 
ance industry, was Snyder’s warn- 
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ing. “Until the cycle runs its course 
—and that may not be until mid- 
1961—things won’t get much bet- 
ter,” he told dealers. “But,” he 
added, ‘‘1962 should be very good.” 

Speaking of prices, Snyder ob- 
served, “Most companies still ad- 
minister them as nothing more than 
a crude tactical weapon against 
competition. 

For a sounder pricing, he con- 
tinued, dealers must (1) gear sales 
promotions and inventory to known 
conditions, not speculation; (2) 
make their price policies variable; 
(3) recognize the prime importance 
of turnover; (4) recognize changes 
in consumer wants and needs; (5) 
be willing to experiment in pricing; 
and (6) accompany pricing with 
imaginative merchandising. 

Other speakers dealt with capi- 
talization, item merchandising, serv- 
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NARDA’S NEW PRESIDENT is Vic 
Joerndt of Kenosha, Wisc. He suc- 
ceeds Toledo’s Carroll D. McMullin. 


It- Yourself 


ice contract selling, factory-dealer 
relations and selling to women: 

Whirlpool’s Mason Smith—‘Do- 
ing business the way the majority of 
dealers do business makes you un- 
attractive to most sources of capital. 
You must do and look better than 
the average.” 

Accountant Harvey Kapnick ex- 
plaining Merchandise Management 
Accounting: “The overall purpose of 
MMaA is to segregate bad from good 
items as contributions to your profit 
and loss. If you have loss leaders, 
know that they’re loss leaders and 
know why they’re loss leaders.” 

Sears’ Young warned, “Don’t 
apologize for a service contract. Tell 
your story in a positive way. It 
must be woven into a sales pre- 
sentation—and get it in early. At 
Sears, our salesmen try to mention 
the service contract in their first or 


DEALER MAURICE COHEN of Cambridge, Mass., asked the Federal Trade 
Commission for an interpretation of its policy on price advertising. “That was 
over a.month ago,” Cohen said, “and I’m still waiting for an answer.” 





EVERYTHING WE DO is illegal ac- 
cording to the FTC, moaned Sam 
Wurtzel of Wards in Richmond, Va. 


Survival 


second sentence.” 

John W. Craig, Westinghouse 
vice president, describing his firm’s 
new National Dealer Council: “We 
think it will work. We know it has 
and we’re learning more every day.” 

And from Willie Mae Rogers, di- 
rector of Good Housekeeping Insti- 
tute: “Service and uninformed sales- 
men represent the greatest problem 
at retail today.” 


FTC action drew intense interest 
from the dealers. 

Wray, setting the tone, warned, 
“Something new has been added. 
‘Caveat vendor!’—let the seller be- 
ware.” 

He outlined recent FTC action 
against New York’s S. Klein, then 
described the confusion rampant in 
the wake of the commission’s at- 
tempts to regulate dealer pricing 
practices. A prime area of confusion, 
he explained, is that “list to the FTC 
means the going price in the market 
rather than the manufacturers’ sug- 
gested price.” 

The FTC means business, Wray 
predicted, adding, ““‘We asked for 
a 

“IT look to the FTC as a referee,” 
said panel member F. Hardy Rick- 
beil of Worthington, Minn. “They 
have the whistle, but I don’t think 
they want to spoil the game.” 

From Cambridge dealer Cohen, 
though, came a story of frustration 
which began when he asked the 
FTC for an interpretation of its 
policy on price advertising. 

And Sam Wurtzel of Wards, 
Richmond, moaned, “According to 
the FTC, everything we do is ille- 
gal.” 


The panel on franchising also drew 
dealer interest. Representing man- 
ufacturers were Sol Goldin of 
Whirlpool, Ed Barnes of Kelvinator, 
William Conley of Gibson, C. H. 
Menge of Frigidaire and J. J. An- 
derson of Westinghouse. 

“I believe someday we will have 
a genuine, standardized, centralized 
factory franchise . . but not for 
quite a while,” Goldin said, outlin- 
ing the problems which prevent 
such franchises today. 

And from Conley: ‘We often have 
to accept the role of a fill-in line. 
That’s simple necessity, because 

Continued on page 94 
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Business Bustles At Biggest Housewares Show 


Though the comforts of home 
were lacking at Chicago’s new Mc- 
Cormick Place, business wasn’t, as 
the Housewares Show played its 
first four-day stand on a floor the 
size of six football fields last week. 

A record 33,000 buyers spent 
hours on coat check and food lines 
on opening day, searched for fa- 
miliar names in unfamiliar spaces 
—but they’d brought money and 
purchase orders. The death watch of 
the furniture Markets two weeks 
before did not repeat as many 
housewaresmen feared it might. 

Traffic was good. Open-to-buy 
was generous. 

New items, however, were not 
plentiful. Even though the house- 
wares industry finished out its 1960 
year in good inventory position, 
manufacturers played the new 
product game cautiously. Many 
brought only prototypes, said they 
were “testing buyer reaction,” ad- 
mitted they had not committed 
themselves to extensive production, 
were waiting parts delivery, hedged 
on availability. 

Innovation was not in product but 
in marketing and distribution. Four 
name-manufacturers (see page 8) 
took the spotlight telling of bold 
breaks with tradition. 

Many buyers and many manufac- 
turers insisted they were seeing a 
trend to trade up, a new profit con- 
sciousness, and a swing of interest 
to the quality item and the quality 
line. 

But just as many saw the same 
price savagery that has ripped the 
industry in recent years. 

Promotional line activity was 
strong. Several manufacturers came 
to the show with separate promo- 
tional lines. They said they were 
giving dealers, particularly small 
ones, a chance to get into the price 
cutting fray without having to de- 
stroy their regular lines. And in the 
same promotional sweep they were 
catering to what they felt was a 
need for low-end, promotional 
items bearing respected names. 

Another line was going in the op- 
posite direction setting up a Mag- 
navox-type franchise for electric 
housewares with high margins. 





YET UNFINISHED OUTSIDE (the “K” and landscaping are still coming), huge 


McCormick Place will be ready to host mid-year Housewares Show July 10 
through 14, 1961, leaving Atlantic City and Navy Pier industry memories. 


Profit and upgrade talk came 
most strongly from outside the tra- 
ditional electrics paths. Mowermen 
said replacement customers were 
trading up from bad first-round 
promotional buys.  Barbecuemen 
said the second-time purchaser was 
paying as much as $20 more. “Ex- 


otic” plastics were drawing good 
action in picnic goods. Dehumidi- 
fier firms which had ducked the 
high end last year were filling with 
step-up features this year. Evapor- 
ative coolers took on a sudden spurt 
of superb styling and makers were 
asking more money for them. 


Buyers played the promotional 
versus profit conflict down the mid- 
dle, admitted they were specifically 
buying one line for promotion, one 
for profit, planned to watch the tide 
before re-ordering. 

At the Independents’ Show back 
uptown some 820 exhibitors of 
housewares and novelties occupied 
ten floors of Chicago’s Morrison 
Hotel. Spokesmen claimed this to 
be the most successful in both num- 
ber of exhibitors attracted and in 
business written. Traffic had totaled 
some 12,000 buyers by Tuesday. 

Veterans found the same prob- 
lems at the Morrison show—crowd- 
ed quarters, elevator waits of 25 
minutes. But things can change. In 
April, well before the Independents 
next meet in Chicago, July 9 
through 13, the Morrison will have 
installed escalators which promise 
to break up that major congestion 
between the first and third floors. 

And the Independents will stage 
their 1961 New York show at Hotel 
New Yorker, July 30 to August 2. 


Marketing Moves In Melamine And Mowers 


Melamine dinnerware made news 
on two fronts at McCormick Place: 
e A new glaze finish, said to cut 
down staining, was shown to buyers 
by Lenox Plastics, Inc., -Brookpark, 
Inc., and Kenro Corp. The glaze’s 
use is being limited to cups because 
the new finish makes platters sus- 
ceptible to scratching. 

Emotions are mixed. Some mold- 
ers have been experimenting with 
the new glaze and are dismissing 
it as either too costly or unsatis- 
factory. Even the three molders 
using the finish are not going to 
promote it strongly. “How can we 
promote it?” one molder asked. “By 
emphasizing the fact that our regu- 
lar line stains?’’ Because the powder, 
which Allied Chemical calls Mela- 
glaze, and American Cyanamid calls 
Cymel 1080, is more costly than 
conventional melamine resin, Lenox 
is limiting its use to cups in its two 
top-priced lines. 


e A new association was formed 
by leading melamine dinnerware 
manufacturers. The group, called 
the Melamine Dinnerware Guild of 
the Society of Plastics Industry, 
aims to stabilize prices by promot- 


. ing the product and the industry, 


and by establishing quality stand- 
ards and tests. It also plans to com- 
pile and disseminate statistical in- 
formation. It is expected that the 
Melamine Council, which has been 
serving as the molders’ association 
and performing many of the duties 
set down by the guild, will be dis- 
continued in about six months. 
Allied Chemical, a supplier of mel- 
amine resin, has been supporting 
the council since it was formed 
about three years ago. 


Fourteen power mower manufac- 
turers at the McCormick show noted 
a sharp swing away from the 24- 
and 25-inch rotary mowers. Most 


displays concentrated efforts on the 
20- and 22-inch models which are 
expected to be dominant this year. 
Prices hold at last year’s levels. 

Reel-type mowers got more dis- 
play space this year as makers pre- 
dicted reels would take 15% to 25% 
of industry sales. One factory ex- 
pects reels to do as much as 35% 
to 40% of his 1961 sales. 

The trade-up trend in mowers 
continued strong. Buyers showed 
more interest in higher-priced mod- 
els. Most said they were sick of sell- 
ing price models which carried little 
or no profit for them. They’ll con- 
tinue to stock low-end promotional 
machines, however, but are buying 
stronger in the deluxe feature units 
in order to cater to the demands of 
the experienced second and third 
time customer. 

Rider mowers and lawn care 
accessories for all mower types con- 
tinue a steady growth pattern. 
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HOUSEWARES SHOW 


Swan song: Standard Can Corp., Lettsdale, Pa., 
has discontinued its housewares division. Sales 
Manager Ric Leichtung was at the show trying 
to dispose of inventories: Waste paper baskets, 
galvanized ware, picnic-ware, jugs, coolers and 
barbecue grills. Factory found housewares un- 
profitable; will continue to make industrial cans 
and pails. 


Japan, which knows a bit about trimming pro-' 


duction costs, sent at least one observer to keep 
an eye on U. S. techniques. Hitachi, Ltd., which 
bills itself as “the G-E of Japan” sent Hirozo 
Yamada from its New York office for a look-see. 
Said Yamada of U. S. electrics: ‘““They look nice 
—and inexpensive... .” 


View from the East: Mac Halperin, vice presi- 
dent of the Davega chain of stores in and 
around New York, had this to say about the 
gigantic spread that is McCormick Place: “It 
looks just like our Syosset store.” 
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Color clue: Lady editors after two days of 
tramping the maze of booths filed two color 
trends to home offices. They found gold strong 
as a trim color and feel that lavender is the big 
comer for 1961 non-electric wares. 


Rainbow ’round the bathroom: Mayfair Seats, 
Sheboygan Falls, Wisc., showed its widest color 
assortment of johnny seats. Among the baker’s 
dozen on display were such fancies as: citron 
yellow, camellia pink, glamour green, dusty 
rose, hyacinth blue, royal burgundy, peach flow 
and mocking bird gray. 


Package deal to cut freight cost is offered 
buyers by Blisscraft of Hollywood, Los Angeles. 
In a one-shot special, if the buyer orders a 
minimum of 125 pounds of the company’s plas- 


tic dish drainer and drainboard—each retailing ° 


for 98 cents—he gets a dozen sink mats free. 
The company says it saves money by tight- 
packing the goods and taking the “air” out of 
the carton. 


One war is over. A leading housewares manu- 
facturer asked if he might be in a back-ordered 
position answered: “It should only be. I haven’t 
been back-ordered since I lost my last defense 
contract.” 


Add-ons in the swim: Poloron Products, Inc., 
New Rochelle, N. Y., makes a bid for larger 


share of the outdoor living market with a new 
“Fun-A-Float” line of molded Vacucel swim 
equipment. Shown were: 318 kickboard for 
$1.29; 330 junior board, $2.95; 360 senior board, 
$8.49; 338 pleasure raft, $10.49; 321 ring-rider 
for $3.29. Items are white, yellow, green, blue, 
gray and are packed in polyethylene point-of- 
purchase bags. 


Twain do meet. Half-a-dozen U. S. firms were 
showing made-in-America hibachis despite 
strong Japanese beachhead in all price and size 
categories. 


Newest in status items: Wine racks and coolers. 
Richmond, Va., Cedar Works sees a market for 
wine accessories being spawned by increase in 
sales of both U. S. and European vintages here. 
RCW has three racks for wine storage in its 
American Heritage line. Two hold 12 bottles, 
sell for $17.95 and $19.95. Third is a stack-on 
rack. Five-bottle modules can be stacked to any 
height at $7.95 retail per section. Vermillion 
(Springfield, Mo.) has two racks of polished 
woods. One holds 12 bottles, sells at $7.35 dealer 
cost. A second step-up is 12-bottle honeycomb 
type for $9.50 dealer cost. Both can be free- 
standing or hung on walls. Redwood also has 
wooden wine (bucket) cooler with detachable 
tripod legs. Spokesmen say field reps insisted 
items be inserted for the “Come-see-my-wine- 
rack” status market. 
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ALUMINUM SPECIALTIES electrics 


Four Makers Set Market Pace With 


New Promotion, Distribution Deals 





WESTINGHOUSE purifier pair LFC “707” line—four units 
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SUNBEAM’S Rebel special 





Proctor-Silex ... 


. is readying a selective distribu- 
tion program that wili go into effect 
March 1, 1961. Under the new pro- 
gram, three new, promotionally 
priced items—an iron, an ironing 
board and a toaster—will be offered 
to a limited number of distributors. 
The products will carry the Proctor 
name. 

The company’s aim is to equip 
small dealers with several key vol- 
ume items they can use to compete 
with larger stores and discount 
houses. These items will also be 
used to step shoppers up to Proctor- 
Silex’s general distribution models. 

At the same time, the company is 
bringing out a promotionally priced 
iron, ironing board and toaster un- 
der the Silex name for general dis- 
tribution. 


Casco Products... 


. is currently trying to line up 
key dealers on a franchise basis 
to sell its new Lady Casco line of 
factory-to-retailer electric house- 
wares. 

The new price-protected line in- 
cludes at least 10 items the company 
never made before and a portable 


power-base unit that operates five 
individual and interchangeable at- 
tachments. 

Joseph H. Moss Jr., newly named 
vice president of the Lady Casco 
division, said the company ‘“defi- 
nitely” will add a hair dryer and 
an electric shoe polisher and is 
“considering” an electric can opener 
and an air purifier. 

Goal for the first year is 1,500 to 
2,000 dealers. Within three years, 
Casco hopes to have 4,000 fran- 
chised dealers. 

It also hopes to have 25 factory 
salesmen traveling the country by 
the end of the year. The goal is 45 
to 50 salesmen in three years. 


Westinghouse... 


. portable appliance division is 
offering wider price selections on 
several of its key items and an ex- 
panded line that marks the com- 
pany’s entry into the greenhouse, 
air purifier, spray iron and four- 
slice toaster fields. 

Westinghouse, out to hit all price 
levels, has added two toasters, three 
single-brush floor polishers and one 
iron to its 1961 line. 

This year the company will con- 
tinue its trend away from the usual 


quarterly promotions and attempt 
two “constructive” promotions ty- 
ing in with food items. Last year 
Westinghouse successfully exper- 
imented with a fry pan offer that 
tied-in with Bisquick cake mix. A 
mixer and another fry pan promo- 
tion will continue the push on spe- 
cific items this year. 

New packaging that will empha- 
size easier handling and storage 
also will play a greater part in the 
merchandising program. 


Landers, Frary & Clark 


. is one of several offering its 
dealers a promotional line of elec- 
trics “to build volume sales.” Its 
new “707” Series includes: a steam- 
dry iron with a suggested list price 
of $11.95; a coffeemaker, $14.95; a 
hand mixer, $12.95; and a buffet 
skilict, $15.95. The line will carry a 
year’s guarantee. 

Harry T. Silverman, president of 
LFC, said the line’s iron was suc- 
cessfully market-tested last fall and 
it was found that outlets “moved 
large quantities of the item in a 
short period of time.” 

For further details on Proctor- 
Silex. Casco and Westinghouse see 
page 93. 
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HOUSEWARES SHOW 


Sunbeam saluted the South smartly with none 
other than the Robert E. Lee steam or dry iron, 
which is the standard Sunbeam steam-or-dry 
in a special box (see picture, this page) and 
accompanied by caps, flags and maps—all of the 
War Between the States type. For six irons, the 
dealer gets a free flag and an option to add caps 
or maps at 35 cents each; with 12 units, he gets 
the flag and 12 maps or caps free. Sunbeam 
says this Stars-and-Bars deal has gone very 
big in southern trials. 


Breaking out of non-electrics, Aluminum Spe- 
cialties showed a new perc and a new fry pan, 
going at $4.95 (sans cord) and $19.95 respec- 
tively. New units carry the Chiltonware label, 
are unabashedly aimed at the low, low market 
in safe, staple “sell ’em all the time” push. 
Sales spiels by A. S. men on the floor included 
such phrases as: “That’s a lot of features for a 
cheap coffee pot.” Company says that other 
items may be coming up, but for now this is it. 


Tube-heat toasters, like Macy’s and indeed, the 
same unit with the same label, were for sale 
in the Son-Chief Electrics space. The Son-Chief 
spiel was complicated by the territorial limits 
of Macy’s exclusive rights, but there were the 
toasters, cutaway display models and all. 


Big, long line makers are finding a way to get 
into hot, fad items quicker. Rather than wait 
for demand of an item to grow sufficiently so 
that big, mass production becomes feasible, sev- 
eral big names are already using technique of 
jobbing out manufacture of small quantities of 
potentially hot items, pushing them through 
vast distribution networks in quickie new prod- 
uct programs. If item gets big enough, big 
maker tools up his own manufacture. If not he 
gets a profitable share of the first flush of an 
item and stays flexible enough to get out of a 
fad without major capital investment. The trend 
in a capsule: If the item is too small for mass 
production, it may not be too small for mass 
distribution. Ergo, don’t make it; buy it! Look 
for more of this in 1961. 


Another -electric can opener that will retail “at 
under $10” was shown at the Independent Show 
by Vogue Electronics & Appliance Corp., 
Brooklyn. 


Handi-Phone, Chicago, exhibited a unit that 
attracted a great deal of buyer attention. To 


retail at $34.95, the unit allows one to hold a 
phone conversation from any part of the room. 


Broilers coming back. Toastmaster, Dormeyer, 
Toastwell, Wesco are showing them at McCor- 
mick. New design by Berns Air King adds real 
charcoal to a broiler-rotisserie. User sets indi- 
vidual brickettes (with tongs, yet) on tiered 
tray at rear of cabinet. Metal rod heating ele- 
ment ignites coals. Smoke and odors are vented 
through built-in blower and flexible flue fixed 
to adjustable window panel. 


“Fine steam and dly ilon is hot enough to 
steam lice,” said Landers, Frary and Clark’s 
Chinese demonstrator. He was showing buyers 
LFC’s new Universal Select-A-Steam iron. 


Overheard in front of Westinghouse demonstra- 
tion of its single-brush floor polisher line, “And 
last year they told me that twin-brush polishers 
were the thing, it’s getting more like Detroit 
every year.” The reason? Westinghouse was 
ballyhooing its single-brush polisher by showing 
how much better it was than the Westinghouse 
twin brush. 


An oscillating electric heater got a lot of atten- 
tion at the Martin Stamping and Stove Co. 
booth. The unit has a vertical heating element 
and a motor-driven reflector. Combined with a 
blower, the heater warms a 180-degree arc. 
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QUALITY 
PERFORMANCE 


This is the new corporate identity symbol of Whirlpool. It carries 
Our promise of quality performance in each RCA WHIRLPOOL 
appliance. It symbolizes the quality that pays off for you in 
satisfied customers. The kind who buy RCA WHIRLPOOL refriger- 
ators because they’re satisfied with RCA WHIRLPOOL washers... 
who tell friends, “You know it’s good .. . it’s an RCA WHIRLPOOL!” 


We work hard at building quality performance in each of 
our appliances . . . we invest over 6,000,000 dollars a year in 
quality control . . . one Whirlpool employee in ten is engaged 
in checking quality. We do this so your business and our 
business can grow together . . . and grow profitably. 





CORPORATION 


St. Joseph, Michigan 


Manufacturer of RCA WHIRLPOOL Automatic Washers e Dryers e Washer-Dryers e Refrigerators e Freezers e Ice Cube Makers 
Ranges e Air Conditioners e Dishwashers e Food Waste Disposers e Dehumidifiers e Vacuum Cleaners 


Use of trodemerks 6} ond RCA authorized by trodemark owner Radio Corporation of Americo 
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NEW, EXCLUSIVE, DIFFERENT 


Changeable Amana Decorator Panels for both refrigerator and 
freezer doors are available in wood finish panels. Or a new 
do-it-yourself panel that can be matched to countertops 
— painted or papered to harmonize with every kitchen decor. 
Tomorrow, six months from now—or any time—a kitchen can 
have a new look by simply changing the panels. Amana is 
so advance-planned it will look and function beautifully for 
years to come. Also available in gleaming all white. 


Mode! FF-98 


y 19.5 € 


Holds 249 It 


Exclusive Amana Stor-Mor Doors—a Spacious throughout! Amazing capacity, 
storage-space-bonus the homemaker looks though only 32 inches in width. The home- 
for in Amana’s Freezer-plus-Refrigerator. maker gets maximum storage space. 


Smoocthest closing doors! Magnetic door A size to fit every family need! Amana 
seal ends yanking and slamming—easiest Freezer-pius-Refrigerators come in 9 
open-close action ever! Positive seal! models to fit the needs of every home. 


NO ONE SHOULD BUY A 
REFRIGERATOR WITHOUT 
FIRST SEEING AN Amana 


Amana Freezer-plus-Refrigerators— 
choice of 8 out of 10 careful shoppers! 


An independent research organization (through interviews of actual owners) has 
confirmed it! When an Amana Freezer-plus- Refrigerator is among brands a 
prospect has a chance to see and compare—8 out of 10 buy Amana! 


Amana Means More to You, the Dealer— 
Because it Means More to Customers! 


Add up the sales-making, profit-making features in the new Amana Freezer-plus- 
Refrigerators. You’ll know why more careful buyers—who see the leading brands, 








compare and have a chance to learn why Amana offers more—buy Amana! It’s for 


people who know value...and for the dealer who’ll profit most by providing it! 


See the Amana User’s Report study. Nation- 
wide comparison (right in the user’s home) of 
leading brands, shows Ahmana best. 


You get sales clinching ammunition like this with Amana... And these are the 
features “most-wanted-by-most,” as demonstrated in the nation-wide User’s 
Report: 


REFRIGERATOR... 


























@ The best planned refrigerator for ac- 
tual use convenience. 


® Spacious milk storage shelf holds four 
one-gallon bottles, offers not only extra 
convenience but also money-saving econ- 
omy of gallon milk purchasing. 


© Full wall-to-wall storage with glide-out 
shelf convenience. 


® Scientifically designed Meat-Keeper 
has just-right temperature and humidity 
to keep meat 2-3° colder. 


© Every corner illuminated for extra con- 
venience. 


FREEZER... 


© Convenient lift-out egg trays for two 
dozen eggs. 


@ Tilt-out fruit bin keeps fruits fresh, 
wholesome and so easy to reach. 


® Tall bottle shelf in Stor-Mor Door. 


e Temperature controlled butter condi- 
tioner keeps it “spreadable.” 


© Special cheese compartment protects 
the cheese and prevents its being af- 
fected by or affecting other foods. 


® Convenient condiment shelf for hard- 
to-store items. 


< Fast, efficient freezing! Exclusive Amana-Matic Contact 
<A : Freezing is up to 2% times faster than ordinary methods. 
All food is on or below a fast-freezing surface. Constant 


zero temperatures keeps food fresher, safer, longer. 


Exclusive Frost-Magnet prevents frost from ever forming. 
Ends messy defrosting forever. Only Amana has Amana- 
Matic Contact Freezing and no frost ever. 





Convenient Glide-Out basket...3 Fast-Freeze ice cube 
trays with extra storage bin...Special frozen juice bar in 
the freezer section’s Stor-Mor door...Fully illuminated... 








Abvana 


Backed by a Century-O/d Tradition of Fine Craftsmanship 


FOR DETAILS OF THIS PROFITABLE SALES-MAKING LINE AND INFORMATION ON THE GREATEST SALES-MAKING TOOL, THE AMANA USER’S REPORT 
CALL YOUR AMANA DISTRIBUTOR OR WRITE AMANA REFRIGERATION, INC., AMANA, IOWA...DO IT TODAY! 
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What Utilities 
Might Be Doing 
To Help 

The Dealers 











“Looks like the Fedders people will have to look for a new vacation spot 
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Happiest TV profit promotion of the year! | 


Now, Sylvania is celebrating its 60th birthday with a big profit party—a traffic-building 
trade-in promotion—and you’re invited! 

Waiting for you at the party is a beautiful big promotion package. Sylvania will support 
the promotion with striking full-color ads in TV Guide—your distributor can tell you 
how your name can be listed in these dramatic ads. Included in the package are 
extra local newspaper ads, the point-of-sale kit, and the proven traffic-builder—our 
Birthday Surprise box which opens for customers who receive the “lucky” keys! 


Yes, there’s plenty of profit for you in Sylvania TV. Call your distributor now and learn 
why TV dealers coast to coast rate Sylvania number 1 for profits. 








Quality you can bank on in TV, radio and stereo high fidelity 


Sylvania Home Electronics Corp., Batavia, N.Y. 


SYLVAN 


Subsidiary of GENERAL TELEPHONE & ELECTRONICS Gas) 
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WE SAY IT 


Westinghouse, in partnership with its dealers, 
makes this promise to the American consumer: 


OUR PLEDGE 
to this community 


— 


We, your Westinghouse retailer 
and the Westinghouse Electric 
Corporation, in Partnership, 
pledge to this community... 
quality products... prompt, 
dependable service...fairness 
and honesty in our 
business relations with you. 


Vice President. Westinghouse Electric Corp. 


@ 


<i 


: 
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. AND WE 


Westinghouse and its dealers intend to put real teeth into the words, “Quality,” “Honesty,” and “Fairness” 
... to back them with the most comprehensive program of revitalization ever undertaken by a manufacturer. 


THIS IS OUR PROGRAM: 


FOR BETTER RETAIL RELATIONS 








£ 





THE NATIONAL DEALER COUNCIL, representing all Westinghouse dealers, keeps products that sell . . . to help design promotions that doa job... that help build 


the factory in constant touch with the changing needs of retailers and the buying customer relations . . . that will give Westinghouse Dealers the best possible break 
public. This nine-man council meets regularly with Westinghouse to help create in a highly competitive business. 


FOR A BETTER PRODUCT 
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CHECKING to maintain the highest quality control has always been IMPROVING appliances through DOUBLE CHECKING is done in the independent labo- 


our policy. But in 1961 maior appliances will be subjected to the most product research is a never end- ratories of the Good Housekeeping Institute. Its seal 
intensive quality controls ever used at Westinghouse. ing job at Westinghouse. is your customers’ assurance of quality. 


FOR BETTE 


2 
é ‘ 
= m 


R SERVICE 
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A DEALER'S REPUTATION is only as good as the service he CUSTOMER SATISFACTION must be assured through fast parts supply as well as good dealer service. To make 
provides. And in the future Westinghouse will continue to sure Westinghouse dealers are adequately equipped to give the fastest possible service, Westinghouse has 
improve this service through better training techniques. recently established three national parts depots across the country to make this customer satisfaction possible. 


FOR BETTER SELLING 








BETTER SALESMEN are made atWestinghouse MORE ADVERTISING SUPPORT is planned for 1961 than at any time in 
Training Centers. They get intensive training the 75 year history of Westinghouse. There’ll be a new weekly TV 
planned by top industry sales people. series, and a schedule of magazine and newspaper advertising. 


BIG, EXCITING PROMOTIONS are planned for 
1961. And they're the kind that sell. They’ll be 
endorsed by the National Dealer Council. 
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MEAN IT 


PLUS...A LONG-NEEDED "MUST"! 





















APPLIANCE DEALERS ON TV 


| THEY'LL BUILD PRESTIGE FOR THE INDUSTRY 
ON A HISTORY-MAKING NATIONAL TV SERIES. 


For the first time in the history of the 
appliance industry, a manufacturer is spending 
a million dollars to strengthen acceptance 
and confidence for its dealers...not just 


to advertise itself or its products. 





In 1961 there’ll be 21 full-minute commer- platform from which the dealer can speak 
cials that tell customers about the Westing- directly to 30 million customers about his 
house Dealer. There’s never been anything — service, his policies, his end of the business. 
like this in the business... anation-wideTV You can be sure... if it's Westinghouse. 








* 
Your local Westinghouse Distributor has full details on the most exciting and progressive retail Westi Nn h 0 T Se 
program in the appliance industry. Call him, or write Dealer Development Dept., Mansfield, Ohio. 
15 
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What EM Week 
Poll Revealed 


Optimism was the keynote when 
entries in EM Week’s annual sales 
forecast poll were totaled at the 
Markets. Experts in the appliance- 
TV-housewares fields generally 
predicted higher 1961 sales. 

Entrants estimated sales for 1961 
in one of 11 products. Except for 
washers and refrigerators, each 
category was expected higher. 

At right, M. S. McClain, sales 
manager of Procter & Gamble, gets 
a medal for 1960 forecast. From left 
are Caswell Speare, EM Week pub- 
lisher, models Judy Henning and 
June Pickney, and Dale R. Bauer, 
EM Week ad sales manager. 








It pays always, to 
make your choice 
from the nation’s 


Number | 


choice for quality 
electronic products 


ne ALLIANCE 


MANUFACTURING COMPANY 


16 


ALLIANCE TENNA-ROTOR 

(antenna rotator) 
More TV owners choose the Alliance 
Tenna-Rotor than any other. And why 
not? The Alliance name, Alliance adver- 
tising, Alliance features and perfomance 
—are all Number 1. Ask for catalog of 
newest automatic and manual Alliance 
models—in handsome mahogany, ivory 
and forest green. 


ALLIANCE GENIE 
GARAGE DOOR OPENER 
Nation’s Number 1 low cost, quality 
models. New, transistor-size Genie fits 
in glove compartment! Nationally adver- 
tised, it’s bringing dealers big profits. 
Also standard models that install under 

dashboard. Catalog sheet on request. 


ay! 
ALLIANCE SUB-FRACTIONAL 
HP MOTORS 


From Alliance, world’s Number 1 manu- 
facturer of sub-fractional HP motors, 
comes the widest choice available for 
every conceivable use. Unmatched in 
performance, quality and precision. 
Can be custom-designed to meet your 
specific needs. 





ALLIANCE, OHIO 


(Division of Consolidated Electronics Industries Corp.) 
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OF ROOM AIR CONDITIONE 
7 YORK 
[ntrohe"T eONOUEROR 


with dynamic 


POWER SURGE COOLING ! 





Exclusive quick- 
cool-down feature 
BRINGS 30% 
EXTRA COOLING 
POWER INTO 
PLAY AT THE 
TURN OF A DIAL! 


...Returns unit to 
“normal” high-capacity 
cooling after comfort 
level is established! 





At last! A room air conditioner exclusive that’s a top notch 
traffic-stopper, demonstrator and sales-clincher—all in one! 
York Power-Surge is loaded with appeal—for the thousands 
upon thousands who want cool comfort fast when they come 
home and turn on their air conditioner...for customers who 
need a unit that can deliver extra cooling power when they 
entertain, iron, prepare meals! 







FEATURING NEW EXCLUSIVE YORK 


BALANCED COOLING 





IN EVERY MODEL! 
! Comfort level is automatically maintained even on 


i erature 
Balanced for uniform temp a sea 


ere’s even a second cooling speed for whisper-q 


| aze Coils 
r humidity removal! York's exclusive Cooling Maze Coi 


1 
crisp and refreshing, always 


hottest days. Th 





Balanced for prope 


remove 30% more humidity, keeps alr 


d for draft free circulation! Exclusive Dictate Air Grilles blanke 
ed for - 
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better filtering! York's super-efficient new Hygienic Fil 


t the whole 


Balanced for 82% 
¥ air-borne dust, bacteria and pollens 
B 

YORK ENGINEERS ALL ITS MAJOR COMPONENTS TO MAKE 


to a minimum for better health! 7 
ALANCED COOLING POSSIBLE! 


- ee 
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r...for the greatest, grandest rie of 
mn rket: 
value, features and performance ever seen in your ma 


CoOstithg A TRIO OF YORK r LUXE MODELS 
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ADERS! 
W-COST PRICE LE. 

BLE IN STREAMLINED SPECIALS FOR USE AS LO 

ALSO AVAILA 


IONERS! 
EQUIPMENT ON YORK DELUXE ROOM AIR CONDIT 


. eat NT ” 
d e Multi-Direction Air Grille -: NEW MAGIC MOU eS 
Xx e 2 Cooling Speeds 


i ienic Filter 
@ Exclusive Cooling Maze Coils e Hygienic 


cree) 
LOOK AT ALL THE “EXTRAS” THAT ARE STANDARD ADDED ATTRACTION 
% 


~ INSTALLATION KIT! -* 
ee a : Permits do-it-yourself installation 
. ero een e Ultra-Quiet Operation in seconds! 
-Cylinder Compressor 
e@ 2-Cylinde e Beautifully Designed to Stay in Style! 













Unfold frame and 
lock into window... 
























1/S NEW THROUGH-THE-WALL UNITS FoR THE 
bl BIG, BOOMING BUILDER MARKET 


Loaded with builder-appealing 
Practical 161 i” 






Slide Air Conditioner 
firmly into place... 








features! 
height x 3014” 








] ee 
width 
any building mate 
Builder installs slee 





easily conforms to 









rial. 







ves during 
tion, adds units when buil 
pleted. 







construc- 






Pull out folding panels 


and plug in unit. 
ding is com- 


Air conditioner may be removed 
for easy maintenance. Adapts to hot 


water, steam or electric heat 
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TOP PERFORMANCE BONANZA! 


Every York Air Conditioner is subjected to rigorous 
testing by the most advanced testing facilities in the 
industry. The result: more satisfied customers through 
longer, trouble-free performance. 


TOP VARIETY BONANZA! 


An all-star cast of York Room Air Conditioners to 
meet all the demands of the mass market. You offer 
higher BTU capacities in every price range...the most 
distinctively styled units in the industry...plus a 
choice of 115V., 208V., or 230V. models. 


TOP PROFIT BONANZA! 


York mass-production, rigid quality control and 
quantity purchasing lets you sell at a competitive price 
and cash in on higher mark-ups, too! 


TOP FRANCHISE BONANZA! 


The York Franchise is the Blue Chip Franchise—based 
on the conviction that delivery of a ‘‘full dollar’s worth 
of quality for every dollar of purchase price” is the 
only solid foundation upon which a successful, endur- 
ing business can be built! 


THE STAGE IS SET...THE STARS 
ARE READY AND WAITING— 

TO BRING YOU YOUR MOST 
SUCCESSFUL YEAR IN 

AIR CONDITIONING! 


Just in time for your big 1961 Spring and Summer 
selling season—the greatest line-up of air conditioners 
ever produced by a single manufacturer. Every model 
a star in its own right—and every member of the cast 
backed by tremendous national advertising tiedin with | 
unprecedented local promotions and merchandising 
programs! The time is ripe, so sign-on now with the 
manufacturer who has tripled room air production 


in the past 4 years! 
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Movies Move 
Customers 


Theater screen advertising 
brings people into the stores. 
And the cost can be as low as 
60¢ a night 


This customer comment and the 
low cost are convincing appliance 
dealers throughout the country of 
the value of advertising in the 
local picture house. 


In Reck Rapids, Iowa. Herb Florian 
of Florian’s Appliance and Electric 
Company says, “People come into 
the store and say, ‘We saw your ad 
at the movies.’ There’s no better 
test for advertising impact. It’s the 
best advertising we can get for 
the money it costs.” 


In Rushville, Indiana. Harold Cur- 
tiss of Curtiss Brothers says, “We 
get a direct reaction to our ads 
from customers. They seem to reach 
people better than anything else.” 


In Marlow, Oklahoma. Jess Kirk- 
patrick of Kirkpatrick Furniture 
and Appliance Store says, “The ads 
seem to have a direct impact on the 
viewers. We get a lot of continuing 
customer comment on our movie 
screen ads—more than I ever 
thought there would be when we 
started using movie ads 10 years 
ago.” 


It’s easy to see why movie ads pro- 
voke so much reaction. The theater 
situation provides many of the con- 
ditions which have proven most 
satisfactory for the acceptance of 
advertising. 


People in a theater are a captive, 
local audience which came to the 
movies voluntarily and your mes- 
sage attacks that audience both 
visually and aurally. For the 40 to 
90 seconds your ad is on the screen, 
nothing competes with it for the 
audience’s attention. And they can’t 
turn it off. 

Movie ads are available to the 
local appliance dealers through 
manufacturer-dealer programs and 
film libraries. The library films are 
general. promotion pieces, while the 


manufacturer-dealer ads concen- 
trate on specific appliances and 
brands. 


Kelvinator, Frigidaire and Whirl- 
pool are among the many manufac- 
turers who supply films to their 
dealers for use in theaters. Under 
a cooperative plan you pay only the 
local screening charges. “ 
The cost of this theater time var- 
ies with the size and locale of the 
theater, but splitting costs with the 
manufacturer cuts your expenses 
considerably. Kirkpatrick, for in- 
stance, uses a $400-a-year screen 
advertising program which gives 
him coverage in three theaters. 
But under the manufacturer-dealer 
plan, it costs him only $200-250. 


“We concentrate on product pro- 
motion,” he says, “and employ a 
seasonal selling pitch—refrigera- 
tors and air conditioners in the 
summer, washers, dryers and freez- 
ers in the winter.” 

Florian’s manufacturer-dealer ar- 
rangement at one theater costs him 
$22 a month. Curtiss pays $32 a 
month at his local house. The nor- 
mal theater contract for an ad is 
one week, with two or three other 
ads on the program. 


Nearly all screen advertising films 
are done in color and are available 
with live-action, still shots, anima- 
tion, or any combination of the 
three. 

Alexander Film Co. in Colorado 
Springs, Motion Picture Advertis- 
ing Service at New Orleans, and 
United Film Service of Kansas City, 
Kansas, are among the many com- 
panies that produce and distribute 
films under both programs. The lo- 
cal theater manager will know of 
other companies in your area. 


Over 45,000,000 people attend 
movies each week, the Theater- 
screen Advertising Bureau reports, 
and 90% of the theaters which 
serve these people are available for 
advertising. Almost all the 4,000 
drive-ins and 10,500 of the 12,000 
indoor theaters sell time on their 
screens. 

Theater screen advertising is an 
effective and low-cost medium. It 
brings customers into stores in Reck 
Rapids, Iowa, Rushville, Indiana, 
and Marlow, Oklahoma. It can 
bring them into your store as well. 





It’s 13 Million For Maytag Co. 





IN FRONT OF THE HISTORIC 13-millionth home laundry appliance are, from 
left, Paul A. Stewart, manufacturing manager; Marketing VP Claire Ely, and 
E. G. Higdon, executive vice president. Deluxe model washer has identifying 


plaque. 
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Is the tail 
wagging the dog 


in your power mower line? 


.You and we both know that the most 


important part of a good mower is the 


engine. 


Accepting that fact, here is a ques- 
tion: how can some manufacturers ex- 
pect a dealer to sell a customer up from 
a $35 mower to a $100 mower without 


changing the engine? 


Isn’t that.“‘the tail wagging the dog?” 

We’llrepeat that. Ina $65 pricespread 
the buyer gets the same engine, regard- 
less of which mower he chooses and 
what price he pays. 

Is this giving the customer a fair shake? 

By this one-engine standard, anyone 
who can assemble a mower can become 
a power mower manufacturer—and 
obviously that’s just what many have 
done. But it does not mean a good 
quality mower. The kind a man ought 
to buy. The kind you want to sell. 


Lawn-Boy Sees 
It Differently 


In contrast to the “one-engine”’ policy, 
Lawn-Boy engineers say that engine 
and mower must be matched. That 
balance eliminates vibration caused by 
over-powering; makes for easier con- 
trol of the mower. They insisted upon 
a perfect running engine—one that 
starts fast, lasts a long time, gives the 
customer his.money’s worth. They 
vetoed using. someone else’s engine. 
They proposed having more than one 
engine because the line has more than 
one mower. “Design and build our own 
engines,”’ they said. We did. 


Lawn-Boy Balanced Power 
Engines—built by us, 
only for us, designed for 
trouble-free performance 


Result is what you’d expect. The most 
dependable engine ever teamed with 
a power mower. Leading engineers 
claim if ever an engine was made for 
mowing, Lawn-Boy has it. Rental 
Agents say Lawn-Boy mowers run 
about 300 “‘hard-used” hours before 
major maintenance is required. Market 
research figures show the average home- 
owner using his mower 25 hours a year. 
At this rate a Lawn-Boy could mow 
12 long years without fixing! 

Lawn-Boy has the hottest spark 
magneto in the industry, 17,000 volts, 
plus an oversize rewind starter to guar- 
antee easy, instant starting. Even after 
several seasons of hard use, a Lawn-Boy 
still starts with one pull because of this 
high output magneto. Two-cycle en- 
gine design uses this tremendous spark 
twice as often, makes every piston 
stroke a power stroke—delivers con- 
stant, even cutting power directly to 
the blade. 

Lawn-Boy engines are more reliable 
because they have fewer working parts 
(less friction, less heat) to cause trou- 
ble. There are no valves to stick: no 


valve guides, springs or lifters to clat- 
ter, wear or burn out. A high pressure 
automatic lubrication system protects, 
guarantees this running smoothness. 
And when servicing’is finally neces- 
sary, this simple Lawn-Boy design 
makes it easy. 

We could go on and on with a de- 
scription of this great engine. Our 
point, though, is that we do make our 
own engines, each one to do a specific 
job of mowing; a factor we feel is vital 
in making a first class power mower. 


Now, After This 
Great Engine, What? 


Engines are matched to mowers of com- 
parable quality in a price range 
stretched realistically from $62.50 to a 
little over $100; an area in which your 
second-time-around buyer, represent- 
ing 60% of your present buying market 
is shopping. 




















Lawn-Boy 21” Lawn-Boy 18” 
Automower Special 
Model 8210 Model 3050 

$119.95 $62.50 


Mower for mower, engine for engine, 
step-up price for step-up price, a 
Lawn-Boy buyer gets what he pays 
for. Engines are matched to mowers 
and mowers matched to job and price. 
That’s the way it should be. That’s 
why, no matter what your yardstick, 
you can see for yourself how Lawn-Boy 
sets a standard others would like to 
live up to. Something to think about 
when you consider the time, money, 
reputation you invest in your commu- 
nity as a power lawn mower dealer. 

A full line of power lawn and garden- 
care tools. Fully warranted. Heavily 
advertised and promoted from the store 
level right through America’s leading 
national magazines. A line backed by 
the experience and prestige of famous 
Outboard Marine Corporation. It all 
means that you have a lot going for 
you as a Lawn-Boy Dealer. Famous 
name, full line, proved consumer ac- 
ceptance: All yours to sell in an ex- 
clusive franchise at full mark-up profit. 
(One of the highest in the industry!) 

Think about this opportunity to 
make real money again in a business 
where only grade-A merchandise is 
going to sell. Then call your Lawn-Boy 
Distributor or write us direct! 

The Top Profit Line in The industry 


LAWN-BOY 


OMC ENGINES & EQUIPMENT DIVISION 
Outboard Marine Corporation, Waukegan, Illinois 
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Here’s what dealers are 
saying avout Admiral’s 
“Big 23 TV Trade-Up!” 
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rade-up 


It’s really just getting underway—there are 8 big 
weeks to go—and Admiral dealers’ sales already prove 


it’s the greatest trade-in, sell-up event in TV history! 


DETROIT: “...it’s really picked up my console sales!" 


NEW YORK: “Admiral was hot before. 


promotion makes it even hotter!" 


- great quality ...now the ‘Trade-Up’ 


LOS ANGELES: “...shows what can be done when we get a complete 


selling program!" 


ATLANTA: “We moved more consoles and combos in the past week than 


during the previous three!” 


CHICAGO: “Not only pulls in traffic, but it's making big-profit sales!" 


PEORIA: “The ‘Trade-Up Headquarters’ window has done more than any 


other | can remember!" 


ELECTRICAL MERCHANDISING WEEK 
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A dynamic 5-point program for more big-ticket sales! 





The hottest 23”' TV line in the industry—and now every Admiral step-up model 
is priced with plenty of room for quick trades at big profits! 


First and finest in 23” TV, Admiral goes all out to increase your big-ticket, big-screen 
television sales! Now the industry’s most quality-proved 23 is tied into the greatest TV trade-in, 
sell-up event ever! You get the products, prices, promotions, traffic-builders. .. 
everything you need to get your 1961 TV sales rolling in high gear! 


UPRIGHT CONSOLES! LOWBOYS! TV-STEREO COMBOS! SON-R® REMOTE CONTROL! 


+23” overall diagonal, 282 sq. in. viewable area 





3 sensational FREE OFFERS! Great “trade-up” traffic-builders! 
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OFFER NO. 3 


FREE 


OFFER NO. 1 
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The Thin Man,® 


The Vanguard, 19” TV* 
19" TV*® Model 


The Washington, 
Model P19J150. 





Model TG24K120. Now 
the industry's biggest 
23” TV seller at $199.95 
comes with free 
matching base! Offer 
applies to all Admiral 
23” table models. 











PL19J131. America’s 
most popular portable 
TV. Only $169.95—and 
now with a beautiful 
roll-about base at 

no extra charge. 


Another best seller in 
the most-wanted 
portable TV tube size 
originated by Admiral. 
Only $179.95, including 
handsome caster base. 








169" 


FREE decorator base 


99° 


FREE matching base 













*Prices slightly higher in some areas. 
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A hard-hitting barrage 

of big-space local newspaper ads! 

Keyed to bring customers right into your store! Ad 
after ad, week after week during the important 
1st-quarter selling season! Most intense 

campaign of its kind in Admiral’s history! 
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A traffic-stopping “Big 23 TV 
Trade-Up” window display! 
Colorful! Eye-catching! Ties your store 

right into Admiral’s trade-in, trade-up selling 


spectacular! Professionally installed for 
more impact, traffic, sales! 

































Complete in-store sales aids; 
mailers; other promotional material! 


Never before such a complete, coordinated 
program! You get everything you need to cash 
in big on Admiral’s “Big 23 TV Trade-Up!” 
Don’t miss out—there are still 8 weeks to go! 
Call your Admiral distributor right now! 


MARK OF QUALITY 
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17 Ways To Save Time... 
And Money...On Inventory 


And it is not yet too late to 
apply these work-savers to 
your own annual physical in- 
ventory. Appliance-electronics- 
housewares dealers who used 
these aids last year found the 
task easier than expected 


Every dealer surveyed for EM 
Week had a common complaint— 
no one likes to take inventory. 

But many had ways to make the 
necessary work much more pleas- 
ant. Here are 17 of the best ideas 
we heard. 


1. Select the best time. Dec. 31 is 
the traditional day for inventory. 

Some dealers, however, find other 
dates more convenient. No matter 
which day you select, make sure it 
is when stock is low and business 
slow, once every 12 months. 


2. Organize your stock first. The 
short time spent in getting all of 
the same type items in the same 
place before you start inventory 
will cut hours from your total time, 
as well as help avoid errors and 
listing and counting the same stock 
twice. 


3. Eliminate odds and ends. Getting 
odds and ends down to a minimuin 
helps you two ways. First, you save 
time and money in the physical 
counting. Second, you save tax dol- 
lars by not having your inventory 
investment tied up in unsaleable 
merchandise. 

Sometimes it’s better to dispose 
of these items at a loss than carry 
them over. 


4. Keep a layout record—a rough 
map of your store, including all 
racks, counters, windows, wall dis- 
plays, selling and non-selling floor 
space. 

As you assign your inventory 
crew, make a record of each per- 
son’s area boundaries on your map. 
Then you can tell at a glance which 
sections of your store have been 
counted. 









MIRRO-MATIC 
AUTOMATIC 
PERCOLATORS 
Polished aluminum. 
Cord sets included. 
35-cup $24.95 and 
% 55-cup $39.95 Retail 






MIRRO-MATIC 
- ELECTRIC BUFFET 
- SERVER-FRYER 
+ 11” square. Heat Control, Y 
Cord, and Easy-Over 
Cover included. 
$19.95 Retail 





MIRRO-MATIC “PERSONAL 
PREFERENCE” PERCOLATOR 
5-to-10 cup. Chrome on 
aluminum. Cord set included. 
$18.95 Retail 






MIRRO-MATIC IMMERSIBLE 
AUTOMATIC PERCOLATOR 
5-to-10 cup. Polished 
aluminum, black Al 
base. Cord set included. 
$14.95 Retail 


MIRRO-MATIC 
AUTOMATIC PERCOLATOR 
4-to-9 cup. Chrome on 
U , cord set included. 
$18.95 Retail 
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/ MIRRO Electric Broiler 


\ solidly, in open position, for convenient food 


miRRO 

ELECTRIC CORN POPPER 

2% -qt., with Easy-Over 

Cover and cord set. 
$6.95 Retail 


romote 


FINEST ALUMINUM 


= x They te VOUR best BUY... 
Your CUSTOMERS Best Buy! 


Portable table or counter unit. 
Exclusive Open-End Safety Hinge rests cover 


removal, lets you detach cover from base 
for easiest cleaning. Big ~ e broiling 





eo 
\ rouer rack am cor $s Fa 
‘ $9.95 


~ ~ Suggested Retail ” 


MIRRO-MATIC ELECTRIC BUFFET 
COOKER AND FRENCH FRYER 
5-qt. Heat Control, Fry Basket, and 
Easy-Over a included. 
ais $19.95 Retail 


Lo 

ELECTRIC FRY PAN 
11” square, Heat Control, Cord, and 
Easy-Over Cover included. 





$19.95 Retail 

A choice of EES 
other popular li 6 \ 
2-to-5 cup and | if UL | 

5-to-10 cup We 

automatic 
percolators also e 

available. Peemunet by = 
S207 es apeenaee OE 


MIRRO and MIRRO-MATIC 


oN F wi \ are solid, substantial, friendly names, 

\ known in the homes of all America. 
Millions upon millions of pieces of 
MIRRO aluminum ware are giving de- 
pendable satisfaction, day after day. 


Many more millions of homemakers, 
every year, read conspicuous, colorful 
MIRRO advertising, in the trusted 
pages of their favorite women’s, home 
service, and farm magazines and in the 
Sunday supplements of their news- 
papers. 















ee er 





This proved performance and wel- 
come acceptance make MIRRO and 
MIRRO-MATIC electrical housewares 
your outstanding choice, for high vol- 
ume at low sales cost and at a fair profit 
on every sale. 


MIRRO ALUMINUM COMPANY 
Manitowoc, Wisconsin 
Fifth Avenue Bidg., New York 10 


Merchandise Mart, Chicago 54 


WORLD’S LARGEST MANUFACTURER 
OF ALUMINUM COOKING UTENSILS 


Buy from your MIRRO Distributor 








5. Stock up on supplies beforehand. 
Running short on inventory forms 
and having your crew stand idle 
will cost far more than buying 
twice as many supplies as you need. 


6. Have plenty of help. Long hours 
of tedious counting and recording 
lead to mistakes and false speed. 

Team up new extra employees 
with regulars who know the stock 
and can quickly detect errors in 
price or quantity. 


7. Train your inventory crew. Indi- 
vidual training will pay off. 

New help will need detailed 
training. Veteran employees need a 
review. Stress any changes you are 
putting into effect this year. 


8. Establish rules. Advance plan- 
ning and simple rules on conduct 
(no horseplay), dress (suitable for 
the work), and smoking will save 
trouble. 

But don’t set too many rules or 
be too strict in enforcing them, or 
you will slow down the work. 


9. List stock in duplicate. Use car- 
bon forms. After the listing and 
counting is completed, separate the 
original and duplicate sheets for 
extensions and tabulations by two 
people. 

If their totals agree, you are bet- 
ter assured of accuracy. 

File the original with your rec- 
ords for tax purposes. Keep the 
duplicate for stock control: or old 
stock liquidation information. 


10. Count reserves early. You don’t 
have to close your store to count 
reserves. Do it at your leisure and 
have a large part of the work done 
in advance to save time when your 
store is shut for inventory. 

Just be sure you keep a record 
of withdrawals from inventoried 
reserved stock. 


11. Inventory all stock to which you 
have title. Stock in transit to you, 
merchandise out on loan or in 
outside storage should be counted. 
Items out to customers for trial or 
approval should be included unless 
previously recorded as a sale. 


12. Set proper values on your in- 
ventory, because your income and 
property tax takes it into account. 
Reducing the price of slow mov- 
ing stock will help you liquidate it 
and give you a fair valuation. 


13. Use standard valuations, and 
check with your accountant before 
adopting a particular system. 

You may save tax dollars with 
the first-in-first-out or last-in-first- 
out methods. Cost valuation is wide- 
ly used. Retail valuation will save 
hours of checking invoices and rec- 
ords for costs. Market valuation is 
also used. 


14. Take a break. Keep the coffee 
pot hot. Don’t drive yourself and 
your employees straight through 
the job. Errors will be the result. 


15. Spot check your progress to 
keep the crew on their toes and to 
catch errors before they multiply. 


16. Encourage suggestions from 
your employees. Listen to and list 
all ideas as they come up. 


17. Analyze your results to get ex- 
tra mileage from your inventory. A 
review will highlight overstock: 


shortages and outs. 


ELECTRICAL MERCHANDISING WEEK 











ASSOCIATION lili 
NEWS 


The. Electric Assn., Chicago, has 
named Edward T. Carvill, G-E’s 
regional sales manager of portable 
appliances, chairman of the group’s 
electric housewares committee. He 
succeeds Stanley Ford, president of 
the appliance division of Proctor- 
Silex Corp. 


The Electrical Assn. of Rochester, 
N. Y., is planning another “Electri- 
cal Home Show.” The event will be 
held at the Community War Memo- 
rial, April 8 through 15. The last 
“Home Show” was held here in 
1959. 

William Ryan, president of Ers- 
kine-Healy Appliances, Inc., is show 
chairman. Direct inquiries to Ed- 
ward Kramer of the association at 
Lincoln Alliance Building, Roches- 
ter 4, N. Y. 


The Electric Assn. of Kansas City 
is sponsoring the city’s fifth bien- 
nial Electrical Supply Trade Show. 
The event is scheduled to be held 
Mar. 28 through 30 in Municipal 
Auditorium. John S. McDermott, 
executive manager of the associa- 
tion, is manager of the show. 

Recently C. J. Allen, branch 
manager, Frigidaire Sales Corp., 
was elected president of the as- 
sociation. He succeeds E. D. Shiffler 
of G-E. 

The new president has been a 
member of the association since 
1944, and has served as committee 
chairman, director and vice presi- 
dent. 

At the same time, the following 
have been elected vice presidents 
of the group: 

M. C. Boogher, Missouri Public 
Service Co., (Utility Division); W. 
C. Lounsbury, Sylvania Electric Co., 
(Manufacturers Division); Dale 
Dothage, Continental Electric Co., 
(Appliance Wholesalers Division); 
G. E. Trinastich, Squire Electric 
Co., (Contractors Division); C. W. 
Schumacher, General Heating & 
Cooling Co., (Supply Wholesalers 
Division); M. B. Magers, Vesto Inc., 
(Dealers Division); Jack Launder, 
Independent Electrical Machinery 
Co., (Maintenance, Repair & Serv- 
ice); C. L. Farehart, Charles L. 
Farehart Ce (Manufacturers’ 
Agents and Representatives); Wil- 
liam A. Bates, WDAF and WDAF- 
TV, (Radio and TV Broadcasters). 
C. M. Anderson, G-E, was reelected 
to the office of secretary-treasurer. 


American Home Laundry Manufac- 
turers’ Assn. has elected Claire G. 
Ely chairman of the group’s board 
for 1961. He is vice president of 
marketing for The Maytag Co. He 
succeeds Homer L. Travis, vice 
president of Kelvinator Sales, 
American Motors Corp., who served 
as board chairman the last two 
years. 

At the same time, Fred H. Holt, 
general manager, home laundry de- 
partment, G-E, has been elected 
vice chairman of the association’s 
board, and Mason Smith, financial 
vice president, Whirlpool Corp., 
has been elected treasurer. 


The National Assn. of Electrical 
Distributors has appointed Francis 
X. Blackwell to the new position of 
director of field activities. He will 
devote much of his time in the im- 
mediate future to association work 
in the central and western regions 
of the NAED. His headquarters will 
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be in Los Angeles. 

NAED also has developed a num- 
ber of national programs that will 
be introduced in the various regions 
during the year. They include: a 
number of training courses, the 
NAED Management Institute, a cost 
accounting course and a series of 
workshop programs. 


The National Electrical Manufac- 
turers Assn. has re-elected S. C. 
Rexinger, as chairman of the 
group’s electric housewares section. 
He is vice president of domestic ap- 
pliances, Toastmaster Division, Mc- 
Graw-Edison Co. 

The association also re-elected N. 
H. Schlegel, vice president of mar- 
keting, Cory Corp., vice chairman 
of the section, and Arnold O. Wolf, 
vice president and general man- 
ager, Hamilton Beach, a member 


of the consumer products division’s 
board of directors. 

The group’s program this year 
will be directed toward stimulating 
utilities to promote electric house- 
wares. Key promotional highlight 
will be a Valentine Day press party. 


Gas Appliance Manufacturers Assn. 
has taken in 11 new member-com- 
panies. This brings the association’s 
membership to 576 manufacturing 
concerns. The new members are: 
Capitol Manufacturing Co., Co- 
lumbus, Ohio; Driam Corp., Mani- 
towoc, Wis.; Ducane Heating Corp., 
Totowa, N. J.; Glo-Fire, Inc., Elsi- 
nore, Calif.; Joslyn Manufacturing 
and Supply Co., Chicago; La Mere 
Industries, Inc., Walworth, Wis.; 
Meynell Manufacturing Co., Erie, 
Pa.; Mt. Hawley Manufacturing Co., 
Peoria, Ill.; Ronan and Kunz], Inc., 


Marshall, Mich.; Victor Engineering 
Contractors, Inc., Dallas; and E. H. 
Wachs Co., Chicago. 


Electronic Industries Assn. has 
named Orphie R. Bridges chairman 
of its consumer products division’s 
new radio section. He is vice presi- 
dent of Arvin Industries, Inc. 

The new section was established 
to permit radio manufacturers to 
participate in the activities of the 
division. 

The association also named George 
W. Westfall marketing research di- 
rector, a new post. He formerly was 
sales and market research manager 
for Hotpoint Division of G-E. 


The Porcelain Enamel Institute, Inc. 
has elected Robert N. Smith, vice 
president of Tempco, Inc., chair- 
man of the group’s board. 








Whatever 


you need for dishwasher sales... 


there’s more for you in hhitchenAid . 


models and finishes for every kitchen...every budget 


New KitchenAid dishwashers have all these features: 





Exclusive, big, blue, lifetime wash arm scrubs while others 


spray or shower. 


Flo-Thru drying... sanitized hot air, gently fan-circulated 


to dry dishes perfectly. 


THE SUPERBA 
VariCycle 
SERIES NS 


Dual Filter Guards assure clean wash-and-rinse water. 


King-size capacity! Superba and Imperial series hold 12 
NEMA place settings. Custom Series take full service for 
ten. All series have load-as-you-like racks. 


Wide choice of finishes. New beauty. Vari-Front panels 
for Superba and Imperial series include wood, stainless 
steel, antique copper, wood hue copper tone, gleaming 
white, or can be finished locally to match decor. 


Pump or gravity drain models available in all series. 


BUILT-IN 


Push-button selection. ‘‘Rinse and Hold"”’ 
rinses and stores partial loads. ‘‘Full Cycie’’ 
for double wash, then triple rinse and dry. 
“Utility and Utensil” for special treatment 
of pots and pans. Dual Detergent Cup and 
Rinsing Agent Dispenser. The top of the 
line for ‘‘tops in profits."’ 





THE IMPERIAL SERIES 


Single push-button control of the exclusive KitchenAid com- 
plete wash-and-dry action. Dual Detergent Cup and optional 
Rinsing Agent Dispenser. Interchangeable Vari-Fronts sim- 
plify inventory. Feature-packed for the middie market. 


~ DISHWASHER-SINK COMBINATION CONVERTIBLE-PORTABLE FREE-STANDING 





THE CUSTOM SERIES 


All-porcelain interior. Solid unit construction. Fin- 
ishes include stainless steel, antique copper, wood 
hue copper tone and gleaming white. Traditional 
KitchenAid quality and performance, with economy. 


BUILT-IN 


Call your distributor NOW, and ask about the complete 
line of KitchenAid Dishwashers for '61. More features, more 


models, more finishes mean more for you. 


KitchenAid Home Dishwasher Division, The 





FREE-STANDING 


















THE KitchenAid 
PORTABLE 


\ Where elimination of 

installation cost and 
lack of space are prime 
considerations, close 
with this superior port- 
able that is unmistak- 
ably KitchenAid in 
quality. Porcelain in- 
side and out. Capacity 
for ten place settings. 








hitchenAid. 


A model for every kitchen...every budget 


Hobart Manufacturing Co., Dept. KEM, Troy, Ohio. In Canada: 175 George Street, Toronto 2 
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E. E. Bocock 
Frigidaire Sales Corp. 


2995 E. Ponce de Leon Ave. 


(Atlanta) Decatur, Georgia 
Phone: Drake 8-4511 


J. A. Mitzelfeit 
Frigidaire Sales Corp. 
2315 Cecil Avenue 
Baltimore 18, Maryland 
Phone: Hopkins 7-7300 


J. F. Cain 
Frigidaire Sales Corp. 
1018 Main Street 
Buffalo 2, New York 
Phone: TT 4-7400 


F. M. Mitchell 
Frigidaire Sales Corp. 
2000 Freedom Drive 

Charlotte 1, N. C. 
Phone: Edison 3-9834 


H. J. Walker, Jr. 
Frigidaire Sales Corp. 
1200 N. Homan Ave. 

Chicago 51, Illinois 
Phone: Capitol 7-7000 


F. J. Oldenburg 
Frigidaire Sales Corp. 
1729 E. 22nd Street 
Cleveland 14, Ohio 
Phone: Cherry 1-4120 


R. L. DeMarse 
Frigidaire Sales Corp. 
3555 S. Kettering Bivd. 
Dayton, Ohio 
Phone: Axminster 9-3511 


P. W. Guthrie 
Frigidaire Sales Corp. 
215 Wazee Market 
Denver 4, Colorado 
Phone: Tabor 5-0121 


J. H. Moloney 
Frigidaire Sales Corp. 
13940 Tireman Ave. 
Detroit 28, Michigan 
Phone: Tiffany 6-5800 








W. G. Jennings 
Frigidaire Sales Corp. 
3500 East-West Freeway 
at Montgomery St. 
Fort Worth 7, Texas 
Phone: Pershing 8-9201 
se 


E. A. Blackburn 
Cox & Blackburn, Inc. 
2301 Commerce Avenue 
Houston 2, Texas 
Phone: Capital 5-1461 
- 

W. W. Harves 
Refrigerating Equipment Co. 
900 N. Senate Avenue 
Indianapolis 9, Indiana 
Phone: Melrose 5-5442 
e 
Cc. J. Allen 
Frigidaire Sates Corp. 
1534 Burlington Avenue 
N. Kansas City 16, Mo. 
Phone: Baltimore 1-5400 
e 
S. H. Zoeliner 
Frigidaire Sales Corp. 
3251 Leonis Blvd. 
Los Angeles 58, Calif. 
Phone: Ludiow 9-3111 
o 
C. J. Narz 
Smith Distributing Co. 
831 E. Broadway 
Louisville 4, Kentucky 
Phone: Juniper 3-8312 


. 

J. M. McGregor 
McGregor’s Incorporated 
1071 Union Avenue 
Memphis 4, Tennessee 
Phone: Broadway 6-3301 
— 


F. H. McDonald, Jr. 
Domestic Refrig. Co., Inc. 
134 N. W. Third Avenue 

Miami 36, Florida 
Phone: Franklin 7-4751 


. 

J. S. Morgan 
Frigidaire Sales Corporation 
111 Cabot Street 
Boston 94, Massachusetts 
Phone: Hillcrest 4-8200 


Progress-minded David F. Baker, Sr., 
is President and General Manager of 
Woodruff’s Inc., in Knoxville, Tenn., 
a Frigidaire Dealer for 28 years. 
When he saw the new Frigidaire 
“Crown of Partnership” dealer 
presentation, he said, 


“This really 
— adds it 


“This presentation showed me why 
so many other Frigidaire Dealers, 
many of them long-time friends 
of mine, are as happy as we are 
over our Frigidaire franchise. 

I certainly want to urge you to 
see this unusual presentation, 
written in part, by Frigidaire 
dealers themselves. Every 
appliance dealer should see it.” 


The ‘“‘Crown of Partnership” presentation 
brings together all of the principles 
developed over the years by Frigidaire . . . 
in its policies, in its philosophy, in 

its products, and in its people. 

Interested? Write or phone the Frigidaire 
Representative nearest you in the list below. 








O. L. Wortz 
Frigidaire Sales Corp. 
4141 Bienville Street 

New Orleans 19, Louisiana 
Phone: Hunter 2-7864 
e 
T. A. Arminio 
Frigidaire Sales Corp. 
1775 Broadway 
New York 19, New York 
Phone: Plaza 7-4000 
& 


W. F. Cronin 
Frigidaire Sales Corp. 
1250-53rd Street 
Oakland 8, California 
Phone: Olympic 2-9700 
_ 


M. S. Livingston 
Major Appliance Company 
1101 Jackson Street 
Omaha 8, Nebraska 
Phone: 342-4400 
e 
R. H. Huston 
Frigidaire Sales Corp. 
500 E. Hunting Park Ave. 
Philadelphia 24, Pa. 
Phone: Garfield 6-8200 
a 


L. A. Hanlein 
Frigidaire Sales Corp. 
248-50 S. Euclid Ave. 

Pittsburgh 6, Pa. 
Phone: Montrose 1-7528 
« 


_W. H. Baldwin 
Frigidaire Sales Corp. 
1035 N. W. 14th Ave. 

Portiand 9, Oregon 
Phone: Capital 2-1851 
& 


H. J. Weisberg 
Chapin-Owen Co., Inc. 
205 St. Paul Street 
Rochester 4, New York 
Phone: Locust 2-6880 
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= FRIGIDAIRE 


DIVISION OF GENERAL. MOTORS 


P. J. DeVine 
W. H. Bintz Company 
433 W. Third South St. 
Salt Lake City 11, Utah 
Phone: Empire 3-5821 
— 

W. P. Bratten 
Straus-Frank Company 
162 Coliseum Drive 
San Antonio 6, Texas 
Phone: Capito! 6-0101 
é 


D. K. Baxter 
D. K. Baxter Company 
806 Pierce Street 
Sioux City 2, lowa 
Phone: 5-3543 


R. M. Spiger 
Sunset Electric Company 
N. 703 Division Street 
Spokane 1, Washington 
Phone: Fairfax 5-4563 


F. W. Hartigan 
Frigidaire Sales Corp. 
482 N. Kingshighway Bivd. 
St. Louis 8, Missouri 
Phone: Forest 1-0400 


H. H. Weisberg 
Onondaga Supply Co., Inc. 
344 W. Genesee Street 
Syracuse 1, New York 
Phone: Granite 4-1251 


R. H. King 
Byars-Forgy, Inc. 
105 Twiggs Street 
Tampa 2, Florida 

Phone: 2-1828 


H. M. Cline 
Frigidaire Sales Corp. 
2331 University Ave., S.E. 
Minneapolis 14, Minn. 
Phone: Federal 2-4261 
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DISTRIBUTOR 
APPOINTMENTS 


ABC—Allison-Erwin Co., Charlotte, 
N.C.; Don Anderson Distribut- 
ing Co., Fresno, Calif.; Bright- 
man Distributing Co., St. Louis, 
Mo.; Capital Appliance Distrib- 
utors, Indianapolis, Ind.; E. T. 
Donohue, Inc., Rochester, N.Y.; 
Dorrance Supply Co., Youngs- 
town, Ohio.; Hennigh’s, Inc., 
Wichita, Kan.; Independent Dis- 
tributors, Inc., Grand Rapids, 
Mich.; Orgill Bros. Hardware 
Co., Memphis, Tenn., Jackson, 
Mo., Little Rock, Ark., and 
Shreveport, La. 


HINT 
Hil 


CARRIER—Duckett Distributing 
Corp., Boston. 


ESTEY ELECTRONICS, INC.— 
Cunningham Distributing Co., 
Inc., El Paso, Tex. 


FEDDERS CORP.—Electrical Dis- 
tributing, Inc., Portland, Ore.; 
Steve Jordan, Inc., Wichita, 
Kan. 


GIBSON—G. P. Derickson Co:, Min- 
neapolis. 


HAMILTON MFG. CO.—Yeomans 
Distributing Co., Peoria, Ill. 


MONITOR EQUIPMENT CORP.— 
C. Carson Wholesale Distribu- 
tors, Detroit. 


MOTO-MOWER, INC.—Universal 
Industries, Inc., Des Moines. 


QUICFREZ, INC.—Harper and Mc- 
Intyre, Ottumwa, Iowa; J. W. 


Phillips Distributing Co., Se- 


attle, Wash.; Roger Cochran Co., 


Spokane, Wash.; Featherstone- 
Salisbury Co., Inc., San Fran- 
cisco (as sales reps for Northern 
California area). 


ROBERTS ELECTRONICS, INC.— 
Jefferson Electronics, Inc., Day- 
ton, Ohio; Nolin-MclInnis, Inc., 
Montgomery, Ala. 


SONIC INDUSTRIES, INC.—Ray- 
mond Clevens Associates, Inc. 
(as national sales reps). 


SWAN —Stillerman Electric Supply 
Co., Indianapolis and Madison, 
Ind. 


TELECTROSONIC CORP.—Samp- 
son Co., Chicago. 


UROPA INTERNATIONAL INC.— 
Sampson Co., Chicago. 


BELL SOUND—D & H Distributing, 
Harrisburg, Pa.; Electronic Dis- 
tributing Co., St. Paul, Minn.; 
Lavender Distributing Co., Tex- 
arkana, Ark.; M. P. Myers and 
Co. Inc., Plattsburg, N.Y.; Radio 
Television Supply Co. Inc., Los 
Angeles; Raymond Rosen and 
Co., Philadelphia; L. B. Walker 
Radio Co., Grand Junction and 
Pueblo, Colo. 


ENGELHARD INDUSTRIES—Fred 
Overton Associates, Des Moines; 
P. G. Atwood Co., Chicago; El- 
lis Gusky Associates, Pittsburgh; 
Harbell Co., Cleveland; Gayle 
& Dee Co., Medford, N. J.; 
Ewald & Cooper, Cincinnati; 
Latimer & Ziegler Associates, 
Detroit. 








The World’s Highest 
Quality . . . Most Complete Line 
of Home Barber Products 


WAHL ZIPPER KIT 


Economical . . . Compact . . . Contains 
single cut clipper, attachment combs, 
barber comb, oil and instruction book. 


Suggested Retail, $9.25 


Wahi 8 piece single cut Wahi Deluxe single cut 12 
Barber Set Cat. No. 9140 piece Barber Set. Cat. No. 
Suggested Retail, com- 9150. Suggested Retail, 
plete kit S 10.25 complete kit $12.75 


CHECK THESE OUTSTANDING SELLING FEATURES 


V A complete line of hair clippers, dryers, 
vibrators, sharpeners, combs, etc. 

V Full color brochures and nationally advertised 

V Manufacturer Warranty / A complete price range 


Write for catalog sheets, price, today 


WAHL CLIPPER CORPORATION Sterling, illinois 









CAT. NO. 9170 
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moving each 
appliance 








smooth runners 

on back 

allow handlers to 
ease heavy loads on- 
off truck. 








30-second strap 
ratchet fastener. 
Hand ratchet lever 
quickly draws heavy 
14 ft. web strap 
(encircling load) vise 
tight. 























YEATS 
Mode! No. 7 
Height 59” 
Weight 36 Ibs. 


APPLIANCE DOLLIES 
save time ...save back-breaking work 


Made of tough, featherlight alumi. moving ranges 
num alloy .. . heavily padded with refrigerators, washers, 


felt in front to protect the most 
delicate finishes. *Curved cross mem- hot water tanks, etc., 


bers cradle curved appliances as 
well as square shapes. *Close mount- 
ed wheels pivot on-a-dime on stair 
landings and other close quarters. 
This, plus all the other time saving 
YEATS features, save up to a dol- 
lar’s labor handling each appliance Write, 
.. more than pay for the dolly in a 
month’s deliveries. Before you 
“‘manhandle” another appliance, see 
your YEATS dealer or write direct! 


APPLIANCE DOLLY 
SALES COMPANY 


2127 =N 12th STREET MILWAUKEE, WISCONSIN 




















VISIT BOOTHS 794-802 
MeCORMICK oe 


Endless twin rubber CHICAG 
belts let you roll 
Write for Free Catalog: RIVAL MANUFACTURING CO., Kansas City 29, Missouri 


load over stair edges 
without marring. Rival Manufacturing Co., of Canada, Ltd., Montreal 


step glide 


Made in America to American high standards of quality and performance. 








*“ Euertacl’ coven and Pavs 


YEATS pak-tined Fanvig ae a, Sagan of 
tough water repellent fabric w ust- 
able web straps and soft, scrotchless 
flannel liners. All shapes and sizes — 


COOLER 
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IF YOU CAN 
FIND TWO 
MORE PROFITABLE 
Bp CORS- 8 St ee 
Bee EM ea, 


...and that makes ’em right 
for profitable selling for you. 

























































































Marketmaster 


12-million prospects and 
no competition! Every family 
which owns (or plans to buy) 
a freezer needs a freezer-less 
Gibson Marketmaster. Room 
for everything, room to spare 
—and the same even 
temperature everywhere! 
A Gibson exclusive! 


Frost-Clear 


Today’s most-wanted feature 
at a low, mass-market price. 



























Frost never forms in either 
refrigerator or freezer. 








Brand new 2-door with all 
deluxe features plus Gibson- 
engineered, trouble-free 
Frost-Clear! 


These two products alone could put you in the Gibson profit-picture. But don’t overlook 
the complete Gibson line. More exclusive features and products like automatic Ice- 
Master, available in both 2-door refrigerators and upright food freezers, the only Room 
Air Conditioners sold with a Performance Bond, Electric Ranges and Dehumidifiers will 
make this a profit year for Gibson Dealers. You deserve a profit, too— get one with Gibson! 


e 
you deserve a profit, Gi fy 
get one with SOIT 


Gibson Retrigerator Sales Corporation, Greenville 





» Michigan, A subsidiary of HUPP Corporation 
REFRIGERATORS «© FREEZERS + ELECTRIC RANGES. 
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Completely 
self-contained 
in attractive 
plastic case 


The all-new 


Cord retracts 
touch of button 


~ 





Handy brush sweeps 
away whisker dust 
















Sportsman 


The shaver that packs its own power! 


Get into the Big Profit Picture with the 
all-new, battery-powered Sportsman. It’s 
the latest addition to the Norelco Profit 
Line, fastest-selling line of shavers in the 
U.S.A. 


The all-new Sportsman with such world- 
famous Norelco features as self-sharpen- 
ing rotary blades and quick, easy ‘flip- st 
cleaning is a sure-fire best seller. 


The Noreleo profit line 


NORTH AMERICAN PHILIPS COMPANY, INC., 100 East 42nd St., New York 17, N. Y. Norelco is known as PhiliShave in Canada and throughout the rest of the free world. 


1961 


ideal gift item. Watch it sell to hunters, 
fishermen, skiers, servicemen, salesmen 
—every man on the move! 


Tremendous advertising weight will be 
aimed at all these prospects in a sepa- 
rate Sportsman advertising campaign. 
Hundreds of ads will appear in sports, 
outdoor, household and _ servicemen’s 
publications. ..a total of thirty! PLUS 


strong week-in, week-out support in our 
regular television, magazine and news- 
paper schedules throughout the year. A 
continuous Big Picture of Norelco profit- 
building! 

Stock and display the great new Sports- 
man along with the entire Norelco Profit 
Line. Tell your customers about it. It’s 
packed with selling power! $4995 


(less batteries ) 


New Sportsman, SC 7930— New low price $19.95 complete 

(batteries not included) 

New ‘floating head’ Speedshaver, SC 7860 ac/pc—$29.95 

‘Flip-top’ Speedshaver®, SC 7912 World’s largest seller, ac/Dc— $24.95 
Lady Norelco, SC 7788 ac/Dc—$24.95 


Norelco Coquette, SC 7787 ac/pc—$17.50 
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Only 139° for 


"SOUND THAT TAKES YOU THERE” 
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WEST ZONE 


31 DIFFERENT DEALERS 
201,312 Daily Tribune 












SOUTH ZONE 
38 DIFFERENT DEALERS 
249 265 Daily Tribune 
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ising impact 


in the CHICAGO TRIBUNE 


It’s a long way ’round Lake Michigan from Waukegan down to 
Gary. And these are only two of the 88 major shopping centers 
in Metropolitan Chicago. How is it possible in this big market 
to give each dealer the selling support he needs without soften- 
ing the impact of your Chicago promotions? 

The best way, the tested way, is with Dealer-Zone advertis- 
ing in the Chicago Tribune. Here’s how an experienced adver- 
tiser like Columbia puts this plan to use. 


Split circulation gives dealers strong support 


On Thursdays, the Tribune’s city and suburban circulation is 
= into three separate zones. On Sundays, there’s a five-way 
split. 

With the single ad shown above, Columbia was able to pack 
powerful local impact into its promotion by using a different 
list of local dealers in each of the three zones. Each dealer 
received the selling support he needed in his own trading area, 
yet Columbia kept complete control over its market-wide 
Chicago promotion. 


More space for your sales message 


Both you and your dealers get an extra benefit from Dealer- 
Zone advertising. You get more space for your sales message. 
In these Columbia ads, for example, you’ll find there are 109 


dealer listings. Crammed into a single ad, they’d fill three 
times as much precious space. 

Dealer-Zone advertising gives you plenty of room to put 
your points across. At the same time, dealers get a larger 
individual listing and a closer identity with your advertising. 
Dealers much prefer the more exclusive listing. 


Millions spent for dealer-zone advertising 


There’s nothing experimental about Dealer-Zone advertising 
in the Chicago Tribune. Manufacturers and distributors have 


_ invested millions of dollars in this common-sense plan. Chicago 


dealers back it enthusiastically because they’ve seen it work 
time and time again to produce more sales and traffic in their 
stores. 

Dealer-Zone advertising works in Chicago because the 
Tribune has the sales power needed to put it in action. With 
over 1,220,000 Sunday circulation, close to 900,000 daily, the 
Tribune reaches hundreds of thousands more families than 
any other Chicago newspaper. Survey after survey shows that 
Chicago appliance buyers regard the Tribune as their first 
choice for shopping information. 

For greater sales in the nation’s second largest market, put 
the Tribune’s Dealer-Zone Plan to work for you. Call a Tribune 
representative for the full story. 


THE TRIBUNE GETS ’EM IN CHICAGO! 
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steam iron owNers 


love their steam irons 
and wish they'd stop 
clogging up! 
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CLEANER 
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BOTH KLEENSTEAM AND KLEEN-OUT are 
packaged for IMPULSE BUYING. Colorful Bubble 
Displays, shelf stackers and hanging boxes. 

For market introduction Kleen-Out is packaged 
with Kleensteam Water Conditioner (one 2% Oz. 
Packette with Kleensteam ‘Starter Kit’’) 

retail price, $1.19 for the combination. 











— SELL THE PREVENTION AS WELL AS THE CURE 

FOR CLOGGED-UP STEAM IRONS IN ONE 
MONEY-SAVING INTRODUCTORY PACKAGE TO THOUSANDS IN 
YOUR AREA WHO OWN CLOGGED-UP STEAM !RONS! 


WRITE ... WIRE... PHONE... 
ILLINOIS WATER TREATMENT COMPANY 
840 CEDAR STREET, ROCKFORD, ILLINOIS 
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This Florida Store 
Advertises Itself 


There are plenty of good ideas incorporated in McDuff’s 
new building. Not the least important is the design of the 









Ss 


WALL RACK FOR BUILT-INS provides a functional yet attractive display for 


store itself. It has people talking 


these products. Undercounter dishwasher is included. 





APPLIANCES) 


MRcnemmmnenmine 


PROTECTION FROM RAIN AND SUN is provided by scalloped overhang which 








also helps to lighten load on store’s air conditioning system. Besides these 
practical advantages, design lends store a unique identity. 


Even during construction resi- 
dents of Daytona Beach found them- 
selves intrigued with the “scalloped 
overhang” on the new building. And 
this interest helped build opening 
week crowds which were far larger 
than management had anticipated. 

“During the first few days we 
had not less than 17,000 visitors, 
perhaps as many as 20,000,” says 
co-owner Randal Thomas. 


Deciding on the Daytona Beach lo- 
cation was a departure for the nine- 
store chain. Of the eight previous 
stores, seven are in Jacksonville 
and one in Jacksonville Beach. The 
move to Daytona is part of an ex- 
pansion program which includes 
plans for stores in Orlando and 
Gainesville. The firm’s volume now 
tops the $5 million level. 


Planning the new store was also 
somewhat of a departure for the 
firm. On previous occasions, the 
firm itself bought the land, hired 
an architect and contractor and 
“ended up with lots of headaches 
in having to supervise construction 


and decide on many details. This 
year,” says Thomas, “we arranged 
with an investor to build the store 
for us on a long-term lease basis, 
employed an architect, and left the 
job to them. We got what we want- 
ed without having to take a lot of 
valuable time away from retailing 
to become construction supervisors.” 

“What we wanted” was a 6,000- 
square-foot store with an additional 
1,000 square feet of storage space. 
The L-shaped building fronts on 
two streets in the business district. 


Promoting the new store was an 
all-out operation, with 20,000 invi- 
tations sent to county householders. 
Full-page newspaper ads and radio 
and TV spots were also used. 

“The results were beyond expec- 
tation,” says Thomas. “We didn’t 
expect to do much selling the first 
few days but our sales turned out 
to be fantastic. After the first two 
days sales dropped somewhat, but 
the first week as a whole indicated 
that many people had been await- 
ing our opening to make a purchase 
they had long been planning.” 


ELECTRICAL MERCHANDISING WEEK 











E. M. BECKER, NATIONAL SALES MANAGER. FEDDERS CORPORATION 





JANUARY 23, 1961 29 











30 


IN 1960 THESE 


GREAT APPLIANCE 
NAMES SOLD IN 


THIS WEEK MARKETS 
WHICH ACCOUNT 
FOR 74.9%* OF ALL 
APPLIANCE SALES 


*SOURCE: THIS WEEK MAGAZINE'S 10th ANNUAL EH! STUDY. 


B.S.R. PHONO-RECORDERS 

BULOVA RADIOS 

DORMEYER PORTABLE APPLIANCES 
EUREKA VACUUM CLEANERS 

FRIGIDAIRE REFRIGERATORS 

GENERAL ELECTRIC GIFTERAMA 

GENERAL ELECTRIC VACUUM CLEANERS 
GENERAL ELECTRIC RADIOS AND CLOCK RADIOS 
GENERAL ELECTRIC TELECHRON CLOCKS 
GENERAL ELECTRIC STEAM IRONS 
GENERAL ELECTRIC SKILLET 

GENERAL ELECTRIC LAMPS 

HAMILTON BEACH PORTABLE APPLIANCES 
HOTPOINT REFRIGERATORS 

MIRRO ALUMINUM PORTABLE APPLIANCES 
NORELCO SHAVERS 


SELLS LOCALLY 
WHERE YOU SEL‘. 





OLYMPIC TELEVISION 

RONSON SHAVERS 

SESSIONS CLOCKS 

SILEX APPLIANCES 

SKIL PORTABLE TOOLS 
WESTINGHOUSE RANGE 
WESTINGHOUSE COFFEE MAKERS 
WESTINGHOUSE BUFFET FRY PAN 
WESTINGHOUSE AUTOMATIC WASHERS 
WESTINGHOUSE DRYER 
WESTINGHOUSE MIXERS 
WESTINGHOUSE VACUUM CLEANERS 
WESTINGHOUSE LAMPS 

WESTCLOX ELECTRIC CLOCKS 
WHIRLPOOL REFRIGERATOR 
WHIRLPOOL DRYER 


TO MOVE APPLIANCES FASTEST...USE THE MOS: 
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_ 43 Great Newspapers 
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SROKKERO CHRO SEAS SOOEES 00 OCRERSEREUAES COCO CUN EOS ESTO DS 
° COVERAGE—43 CITIES & R.T.Z. ° 
: 632 COUNTIES ... HOUSEHOLDS: 26,985,900... RETAIL SALES (000s): $116,773,870 . 
° ° 
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e THIS WEEK Life Look S.E.P. * 
: 11,172,232 3,817,304 3,112,910 2,863,902 : 

} . SOURCES: Households, Jan. 1, 1960 and Retail Sales, Year 1959— Sales Management; 4 
. Circulation — latest circulation books available (Jan. 1961) € 
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SHARES THE SELLING POWER AND 
PRESTIGE OF 43 GREAT NEWSPAPERS 


_ 
_ 
_-— 


It’s coverage like this that accounted for THIS 
WEEK’s 71.4% increase in appliance advertising 
linage last year. 


It's coverage like this that makes your selling 
message belong in THIS WEEK Magazine... 
The Biggest Thing In Print... reaching more than 
13,500,000 families on Sunday (the day when 

most appliance-buying decisions are made). Don't 
forget, THIS WEEK saturates 43 big markets 
where your biggest sales potential exists. 


ST POWERFUL SELLING FORCE IN PRINT 'This Week 


MAGAZINE. f a 


CIRCULATION MORE THAN 1 3 ; 5 O Oo ; oO Oo Oo 


JANUARY 23, 1961 


31 








¢ and powermatic toasters 
give you 


a complete toaster 


line to sell up to 
.--f0 up sales, too! 


TOASTMASTER 3-SLICE 
POWERMATIC TOASTER. 
Finest toaster made today! Pro- 
vides 50% extra toasting ca- 
pacity for larger families. Ex- 
clusive Powermatic action lowers 
toast fast and automatically . . . 
there's no lever to push. Versa- 
tile—makes 1, 2, or 3 slices at 
a time as needed. Exclusive 
toast control dial permits inter- 
ruption of toasting at any point 
in cycle. Self-adjusting Super- 
flex Timer. Model 1C4, $34.95*. 





























ne PET OO 


TOASTMASTER 


TOASTMASTER 2-SLICE 
POWERMATIC TOASTER. 
Same Powermatic action as the 
3-slice toaster, sized just right 
for the average family that 
wants the best. Bread lowers 
automatically. Self-adjusting 
Superflex Timer, too. Model 
1B16, $29.95*. 














TOASTMASTER 3-SLICE 
AUTOMATIC TOASTER. 
A handsome 3-slice toaster for 
the larger family, priced slightly 
lower than the powermatic 
model. It's automatic—lever op-- 
erated. Superflex Timer. Extra 
large, extra-cool bakelite han- 
dies. Model 1C5, $29.95*. 
























TOASTMASTER 2-SLICE 
AUTOMATIC TOASTER. 
America’s favorite Gift Toaster! 
Has all the automatic features, 
but is designed for the economy- 
minded family. Superfiex Timer. 
Hinged, pushbutton crumb tray. 
Model 1824, $21.00*. 


TOASTMASTER 2-SLICE COM- SSS 
PACT AUTOMATIC TOASTER. —— 

A space saver .. . 30% smaller 
than the average toaster. De- 
signed especially for the family 
on a budget, or for homes that 
have less space on shelf, coun- 
ter or table. Equipped with 
Self-adjusting Superflex timer. 
Makes perfect toast every time. 
Model 1B21, $17.95*. 





SELL THE COMPLETE TOASTMASTER LINE... A TOASTER FOR 
EVERY SIZE FAMILY... A TOASTER FOR EVERY BUDGET. 


You can build more toaster sales and profits by “selling 
up”’...with these outstanding trade-up features. And you 
can offer your customers a complete selection of the 
toaster’ brand with the unequalled quality ... tradition 


+ t 
z O00 * TOASTMASTER’ ov. 
f c : ; 






, ys 
McGRAW-EDISON FERIGHT |} 
Csr Stat in Elecluis Ahomewares conrasr Mili 
Srmae 
“TOASTMASTER” is a registered trademark of McGraw-Edison Co.. 
Elgin, Ii. and Oakville, Ont. © 1960 *R led Retail Prices 





The Color TV Salesman 
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“ . | ‘A left, a right, another left and Z 
a bit of CRIMSON appears over the “. , , Elvis looks down at you. His big 
eye...” BLUE eyes burning into yours ., .” 
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*.,. . But her taste in clothes, if you’ve Lh A 


ever seen her show in COLOR, is “CORRECT cries the M.C.—you win 
simply atrocious .. .” 5,000 nice GREEN Dollars!” 
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AUTOMATIC-ELECTRIC 
CAN OPENER and KNIFE SHARPENER 
Starts at the touch of a finger, and turns itself off 
automatically when lid is cut out. Opens all standard 
cans... leaves a safe, smooth edge. Powerful, ceramic 
magnet picks up the cut-out lid. Full-size electric knife 
sharpener included. And it’s portable. Handsome cabinet 


in choice of colors, with chrome and gold trim. $24.95 
SWING-A-WAY MANUFACTURING COMPANY « ST. LOUIS 16, MISSOURI! 
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YOUR GREATEST ASSET IS OUR QUALITY PERFORMANCE 


YOU SELL 
WOMEN @ 
—UNDERSTAN 


...when you sell the new 
RCA WHIRLPOOL WASHERS 


Here are the automatic washer features that make sense to women. The RCA WHIRLPOOL 
offers them 11 cycles to-suit every type of fabric. They merely push a button for the 
fabric to be washed and turn the dial . . . the washer is automatically set to correct washing 
time and speed, correct wash and rinse temperature, and the 
safe spin time and speed. The Magic-Mix* dispenser filters out 
lint and blends in detergent. With 2-speed action, all types of 
fabrics, from dainties to dungarees, are washed safely. And 
“‘suspension-cooling”’ gives miracle fabrics wrinkle-free treat- 
ment. Add to this the automatic blending of bleach and rinse 
conditioner, the surging washing action of the Surgilator* 
agitator, plus the most thorough rinsing known, and you have 
the features every woman wants. Have your distributor give 
you all the extra-profit facts. *Tmk. 
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Raybro Electric Supplies Inc., Flor- 
ida distributor with offices in eight 
cities, has named Dennis F. Fisher 
as manager of utility sales for its 
Miami branch. Fisher has been as- 
sociated with Raybro since 1951; for 
the last three years he has been a 
member of the utility sales staff in 
Miami. 

Gerald E. Plocar has been ap- 
pointed statewide manager of light- 
ing and electric heat sales. Since 
1959, Plocar was a member of the 
general sales department in Tampa. 
He has been associated with Raybro 
since 1955. 

Robert Q. Coram, manager of the 
Lakeland branch for the last three 
years, has been named manager of 


the supply division of the Miami 
branch. 

Lloyd M. Huggan has been ap- 
pointed acting manager of the 
Lakeland branch to succeed Coram. 


Maytag New York Co. has an- 
nounced the resignation of George 
W. Jarden from the wholly owned 
subsidiary of the Maytag Co. Jar- 
den headed the appliance distribu- 
torship since 1958 and had previ- 
ously been vice president and sales 
manager. Prior to the formation of 
the New York company, Jarden had 
been manager of Maytag’s Chicago 
branch for five years. He joined 
Maytag as a regional manager in 
Pennsylvania and New Jersey in 
1946. 


Graybar Electric Co., Dallas, Tex., 
has named Cecil C. Ross to succeed 


Victor A. Elmblad as district man- 
ager for the Southwestern district. 
Ross has been with the company 
for 23 years, most recently as dis- 
trict sales manager. Elmblad, with 
Graybar for 40 years, was honored 
at ceremonies in Dallas on his re- 
tirement. Ralph Ness is the new 
district sales manager in Dallas. 
Ness was formerly branch manager 
in San Antonio. 


RCA Victor Distributing Corp. of 
Chicago has announced four new 
appointments in its organization. 
Arthur D. Keyes, formerly in tele- 
vision and appliance sales, has been 
named merchandising manager. Mi- 
lan Perich, recently a manager with 
Walker-Jimieson, Inc., a distributor 
of RCA tubes and parts in Chicago, 
has been appointed to the post of 
parts manager. 
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Robert H. Miller has been named 
as manager advertising and sales 
promotion. Prior to joining the 
RCA Victor Distributing Corp., 
Miller was formerly national adver- 
tising manager of the “Gary-Post 
Tribune.” 

Theodore S. Singer has been 
named operations manager and as- 
sistant treasurer. Singer had been 
operations manager for RCA Victor 
Distributing Corp. located in Kan- 
sas City. 


S. S. Fretz, Jr., Inc., Philadelphia, 
announced that F. B. Millham, for- 
mer executive vice president and 
treasurer, has been elected to the 
position of president and chairman 
of the board of directors. Millham 
replaces H. G. McCullough who 
died recently. 

H. B. Shaffer, former vice presi- 
dent and secretary, was elected 
executive vice president. E. J. 
Lynch, former assistant treasurer, 
becomes secretary and treasurer, 
and Mrs. H. J. Daily is assistant 
treasurer. 


W. Bergman Co. Inc., Buffalo, N. Y., 
has named A. Frank Cowen Jr. as 
president of the Western New York 
distributor of major Philco parts 
and appliances. He succeeds Sol J. 
Levy, who becomes chairman. 

The company also announced the 
election of David Speser as a vice 
president, and of Irving H. Block 
Jr. as treasurer. 


Goddard Inc., West Palm Beach, 
Fla., distributor of industrial elec- 
tronic components and consumer 
electronic products, has opened its 
seventh Florida branch at Ft. Pierce. 


C & G Electronics Co., Tacoma, 
Wash., has been named as a dis- 
tributor of Estey Electric Chord 
Organs. C & G will service retailers 
in Tacoma, Aberdeen, Bremerton, 
Centralia, and Olympia from its 
warehouses and offices in those 
cities. The new distributor will 
maintain a complete merchandise 
inventory, parts department, and 
service facilities at all five regional 
offices. 


Westinghouse announces a new 
Boston area distribution warehouse 
for Westinghouse appliances in the 
Cerel-Perini industrial development 
near the Worcester and Massachu- 
setts turnpikes. All major appli- 
ances, television receivers, stereo 
sets, room air conditioners, and 
kitchen cabinets will be handled at 
the new building. 


Lockie and Glenn, Inc., Cincinnati 
area Motorola distributor, went out 
of business, effective Jan. 1. 

The firm’s Motorola distributor- 
ship was transferred to Richards 
Electric Supply Co., Cincinnati, dis- 
tributors of electrical equipment to 
dealers and contractors. The Mo- 
torola distributorship covers 27 
counties in Ohio. 


Amana distributors, J. Trevor Peirce 
of Peirce-Phelps, Inc., Philadelphia, 
and Abe Besserman of Weiss & 
Besserman, Inc., New York, were 
awarded plaques by Amana Re- 
frigeration, Inc., for outstanding 
sales and service during 1960. The 
award presentations were made at 
Amana’s recent national distributor 
conference. 

Leonard Cerullo of Cerullo Elec- 
tric Supply Co., Inc., Hazelton, Pa., 
was awarded a plaque for 10 con- 
tinuous years of sales and service 
as an Amana distributor. 
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lowance deductible from invoice. 


4. Minimum order 3 cases. Shipped pre- 
paid freight, billed open account. For 
sale in Continental U.S.A. only. 

5. Not for resale—for promotional use 


only. Prices subject to change without 
notice. 
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in selected mighty middle markets, 
Everybody Reads FAMILY WEEKLY 

in the Influential 
Local Sunday Newspaper. 


Many national media will get you to the 
so-called “glamour” markets. But if you 
want to reach the hard-core of America’s 
economy— if you’re interested in reaching 
the most home owners, the most ready- 
to-buy appliance prospects per 1000 readers 
—only one magazine will do the job. 
FAMILY WEEKLY, the “close-to-home”’ 
Sunday publication of over 5 million 
middle-market families. 





DON’T FORGET YOUR B’s AND C’s 


FAMILY WEEKLY takes roots in and 
around the nation’s industrially growing 
Neilsen B and C counties—over 190 middle- 
markets where the Buying-Activity-Index is 
up—but where the saturation of the average 
national magazine remains less than 5%. 


Yet 1/6 of all U.S. retail sales are made 
in these FAMILY WEEKLY markets! 
It’s a market with over 9 million cars, 

4% million refrigerators, almost 1 million 
electric blankets. A markets in which 
FAMILY WEEKLY—as part of the local 
newspapers your dealers read and use — 
offers over 3% million pure coverage with no 
duplication from any other single medium! 


36 


GETS CLOSE 


ear th 






APPLIANCE 
BUYING 


Family 
Weekly 


eee 














Want the whole story? 
Just contact 


Family | 
Weekly 


153 North Michigan Avenue 
Chicago 1 
Leonard S. Davidow, Publisher 


Patrick E. O'Rourke, Advertising Director 


Now Reaching Over 
5 Million Families Weekly . . . 


THE LARGEST MARKET IN THE 
WORLD, THAT CAN BE COVERED 
IN SUCH DEPTH BY A 

SINGLE ADVERTISING MEDIUM. 
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CONTENTS 1961: It’s Going To Be A Better Year 39 


That’s the good word from McGraw-Hill’s authoritative De- 
partment of Economics which once again this year has put to- 
gether this forecast of how business will shape up in the year 
ahead. 


How Many Customers Are There? 42 


More than ever before—a record-breaking million according to 
this up-to-the-minute summary which shows you state by state 
how many city and how many farm families have electricity. 


How Many Appliances Do They Own? The Index of Saturation 42 


This is an EM Week exclusive. A glance at this chart shows you 
exactly how many homes own specific appliances. Revised up 
to the last minute each year, this table takes into consideratio~ 
how many new appliances are sold, how many are traded-in, 
how many are re-sold, how many homes have two or more of 
a single appliance—and the result is the industry’s only author- 
itative index of saturation. 


Manufacturers’ Sales And Retail Value: The 10-Year Record 44 


From leading trade groups (which compile such figures) and 
from those individual manufacturers who don’t report their 
figures to any other source we've put together this detailed re- 
port of how more than 80 products fared in the last 10 years. 


Replacement And Trade-in Sales Keep Growing 46 
Another EM Week exclusive. Our own survey of dealers big 
and small across the country shows what’s happening to the 
replacement market and how dealers handle trade-ins. 


Seasonal Selling: How The Calendar Spells Sales 48 


Again, an EM Week exclusive. We’ve studied the sales curves 
of 14 appliances as reported to us by 26 utilities—and we’ve 


MARKET plotted them for you on easy-to-read graphs. 
STUDIES © Major Appliances: A Fourth Best Year But Still Disappointing 50 


The industry missed 1959’s mark by only 9% but it missed the 
optimistic predictions of the much-touted "60s by a good bit 
more than that. And dollar volume slipped 11%. 


@ Consumer Electronics: Strong First Half, Slow Second Half 52 


The slowdown at retail hit TV first and then stereo in the fourth 
quarter. On the brighte: side, .aiio retail sales moved up 3%. 
And the Japanese kept coming. 


® Electric Housewares: A Good Year But At A Price 54 


The industry as a whole held even with its 1959 pace, and some 
products registered gains. But a continuing emphasis on low 
prices and on deals worried many in the trade. 


How Was Business In Your Market in 1960? 56 


Still another exclusive EM Week survey. We asked 213 utili- 
ties to tell us, product by product, how sales were in their 
markets in 1960. On this page you'll find summaries of their 
answers for 14 key products. 


Here’s How Business Was In Your Own Market 57 


Based on the answers to our utility survey, here are 11 pages 
of tables which show you market by market how many prod- 
ucts were sold last year and the current saturation on these 
products. It’s tailored for your own use. 


How To Make This Exclusive EM Week Report Work For You 68 


EM Week’s market research department has been working on 
this year’s Statistical and Marketing Issue for 11 months. All 
during the summer and early fall our exclusive surveys were 
being prepared, mailed and tabulated. For six weeks our editors 
have been analyzing those surveys, checking over statistics 
compiled by trade associations and by our own researchers and 
contacting key industry figures for their opinions on what's 
ahead. The result is this 32-page Special Report. There’s nothing 
else like it in the industry—and there hasn’t been since we 
first began publishing these statistical issues in 1927. Be hind 
every figure in this report is our determination to provide you 
with the basic statistical material you need day after dav to 
make the decisions which mean profit or loss in your business 
To see just how you can use this report, turn now to page 68. 
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It's Going To Be 
A BETTER Year 


APPLIANCE SALES WILL RISE to $7.9 billion, the fourth best year 
in the industry’s history but the gains will come in the 
second half and you’ll have to scramble for your share. 


A SLUGGISH GENERAL ECONOMY will produce gains in consumer in- 
come and expenditure but these increases will be at a 
more moderate rate than in recent years. 


UNEMPLOYMENT WILL POSE A PROBLEM not only in 1961 but even 
beyond since pickup in business may not be large enough 
to absorb those out of jobs and new workers. 


NEVERTHELESS, THE ECONOMY IS STRONG and overall business will 


remain at high levels, even after a dip in the first half. 


CONSUMER INCOME WILL RISE MODESTLY and this slow increase will 


be complicated by current high level of consumer debt. 


COMPETITION FROM SERVICES will continue to be a problem for mer- 
chants trying to sell durables. 


MORE HOUSING ACTIVITY should produce additional business for the 
appliance industry. 





By the McGRAW-HILL DEPARTMENT of ECONOMICS 


Appliance sales should reach $7.9 billion this 
year. This would put 1961 sales above last year 
and make it the fourth highest year in the past 
decade. But appliance dealers hoping to prosper 
in 1961 will find it tough going. Competition 
will be intensive, and consumers will not be the 
free spenders they have been in recent years, 
for they are not in the best financial shape. 


A SLUGGISH ECONOMY WILL LIMIT 
CONSUMER EXPENDITURES 


Consumer incomes and expenditures will con- 
tinue to set new records, but at a slower rate 
of increasé than in recent years. For 1961, con- 
sumer expenditures will total about $336.5 bil- 
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lion. This will be a record. But the increase for 
the year will be only $9 billion, compared with 
an increase of $17 billion last year. 

This slowdown in income gains is due to the 
sluggishness of the general economy. Our Gross 
National Product—the total amount of goods 
and services produced in the economy—set a 
new record last year by passing the half trillion 
mark. But only the first quarter of the year 
registered a significant increase. Early in 1960 
steel stocks depleted by the 116-day strike were 
quickly rebuilt. Business investment in steel 
and inventories of finished goods played the key 
role in getting our economy into high gear at 
that time. 

By year end, however, the situation had re- 


versed. Business firms were cutting inventories, 
and, as they did, economic activity slowed down 
a fact reflected in industrial production and 
Gross National Product. 

In the early months of 1961, inventory re- 
duction is likely to be a major stumbling block 
to really large gains in business activity. But as 
inventories are brought into line with com- 
panies’ sales prospects, Gross National Product 
and production will grow. 


NEVERTHELESS, THE ECONOMY IS STRONG 


On the whole} the underlying strength of the 
economy is clear. Overall business will remain 
at high levels, even allowing for a slight dip in 
the first half of the year. And after a slow start, 
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While Consumers’ After Tax Incomes Will Increase Only $8 Billion This Year... 
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it promises to grow at a vigorous pace through 
1961. 

Supporting this outlook are government ex- 
penditures which, for both defense and non- 
military purposes, will continue their upward 
course. In addition business expenditures for 
new plants and equipment are expected to turn 
up in the second half of the year. Therefore, 
consumers should be doing better then and can 
be expected to buy more. Thus, for the economy 
as a whole our total national output should 
reach $512.5 billion for the year—an increase of 
$4 billion over last year 


UNEMPLOYMENT WILL POSE A PROBLEM 


An increase of only $4 billion in GNP would 
be one of the smallest in the past decade. It 
points to the possibility of a substantial drop in 
industrial production this year. And a drop in 
production will mean a decline in overtime pay 
and take-home wages for many workers. Added 
to an already high level of unemployme:.:, more 
joblessness is meee & to A one of the major eco- 
nomic problems fac the U. S. m 1961—and 
beyond 

Last year, unemployment averaged around 
5.5% of the labor force. Of course, not all this 
as due to declining business activity. Com- 


40 


* 


ny 
& 
LS) 

5 
ivy) 


o 
; 
J 
1 

” 
» 

< 

i) 

w 

| 
1 
) 

® 
| 
} 


panies operating below peak activity do not em- 
ploy the less skilled or inefficient workers. And 
continued investment in cost-cutting equipment 
has eliminated the need to hire any substantial 
number of new workers. 

It appears unlikely that this situation will 
change much in the coming year. General busi- 
ness is not expected to show much of a pickup 
before the second half of the year. And at that 
time there will be about 2 million graduates 
entering the labor force. So the anticipated 
business pickup will probably not be enough to 
absorb both the unemployed and the June 
graduates. 


CONSUMER INCOME WILL RISE MODESTLY 


This employment situation will bring about 
only modest gains in consumer incomes. In- 
creases in wages and salaries will only slightly 
offset shorter hours and layoffs. Consumer after 
tax income will reach about $362 billion this 
year. This is only 2% above last year 

Contributing to the poor financial position of 
consumers is the current high level of consumer 
debt. The state of consumer credit is a prime 
ngredient of the durable sales outlook. About 
two-thirds of all new cars and more than half 


of all home furnishings and appliances are pur- 
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chased on the instalment plan. Changes in con- 
sumers’ capacity to buy on credit, thus, can 
produce wide swings in durable sales. 

Instalment credit outstanding is now nearly 
12% of consumer income (after taxes). Instal- 
ment repayments are higher than they ever 
have been in the entire postwar period. The up- 
surge in consumer credit began in 1959 and con- 
tinued last year. Now with instalment payments 
at record levels—about $4 billion per month 
it is clear that incomes must increase substan- 
tially before on-the-cuff buying can rise vigor- 
ously. 

Consumers might, of course, choose to plunge 
deeper into debt without the added assura=<c 
of bigger incomes. But publicity about unem- 
ployment and other depressing news have 
made consumers cautious. According to recent 
surveys of consumer attitudes consumer confi- 
dence in the business outlook has declined. And 
this attitude may cause consumers to hold back 


on purchases that tie up future income in in- 
stalment payments. 


COMPETITION FROM SERVICES WILL GROW 


There is some evidence that durables may be 
losing some of their popular appeal. In 1950, 
for example, consumers spent 14.6% of thel! 
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Installment Payments* Will Take A Larger Share of Consumer Incomes... 


1958 6% 


ist 
Quarter 0 0 


8% 







as 





I) | 
~~ ATV Taras IM! | 





mM 
xe ANARALAAUMAHHY | = 


1 11% 12% 


: YF 0 








~« DDADALAV VAR | 

































and ( 

Quarter 10.6 
“ % % 0% YK 0% % | 
3rd 

Quarter 10.8 
ath Mirai yi Orit 

Quarter hs i 10.9 
seee Mh dll Adaselll alta, oll 
ist 

Quarter 0 0 10.8 
2nd 41.0 
Quarter 
3rd 

Quarter 10.9 
4th 

Quarter 11.2 
1961 
1st 

Quarter 11.3 
2nd 

Quarter 11.4 
3rd 11.4 

Quarter 
4th 7) RF) \\; 

Quarter WT i} | | im | ih hh 11.3 

ibesdttt Adtaedit! Ait i hacf! A Alias HW Abbasi’ Ad 


%* As Percent of Disposable Income 


after-tax income for durables. In 1959, they 
spent only 12.9%. And, while after-tax incomes 
have increased 62% during this period, spend- 
ing for durable goods has risen only 43%. Con- 
sumer expenditures for nondurables, however, 
have grown 48%. And spending for services has 


shot up a whopping 83%. Clearly, durables have 


lost ground over the decade. 

One reason has been an economic squeeze 
play on incomes. Families have become larger. 
And bigger families must reserve a larger share 
of their incomes for basic necessities. Budgets 
for these large families have little room for 
frequent purchases of appliances or autos. Deci- 
sions to buy hard goods must be weighed care- 
fully against other budget needs. 

Prices of many key services have risen sharp- 
ly over the decade. Just to provide the same 
basic services for a family, therefore, takes a 
much bigger share of the budget than it did 10 
years ago. Thus, families, although their in- 
comes are higher, find their durable purchases 
squeezed. However, the worst of the price rise 
in key services is over. Appliance dealers thus 
stand a better chance of capturing a larger slice 
of the consumer’s dollar in the years ahead. 

Undeniable, though, the shift to spending for 
services is also partially due to a switch in 
preference. For one thing, many Americans are 
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willing to forego buying a new TV or new re- 
frigerator for a trip to Europe or more distant 
lands. 

And until U. S. manufacturers can offer goods 
that are more competitive with travel, tourism 
is certain to take a larger share of the con- 
sumer’s income. The same holds true for other 


services which attract consumer dollars—par-_ 


ticularly educational services. These are des- 
tined to swell when today’s teenagers head for 
college. 


MORE HOUSING ACTIVITY IS EXPECTED 


The absence of any zip in the home construc- 
tion industry last year has also contributed to 
declining durable sales. As estimated 35% of 
the home furnishing and appliance market is in 
new homes. 

And in a new home the expenditures are even 
larger. According to a recent study at the Uni- 
versity of Houston, the average family buying a 
new home spends $1,569 the first year on fur- 
nishings and equipment. This includes $710 for 
appliances, $635 for furniture and $224 for yard 
and work tools. Thus the decline in housing 
last year more than offset the rise in incomes 
resulting in disappointing appliance sales. 

Only about 1.3 million new houses were 


And That’s One Reason Why 
Appliance Sales Will Show 
Only Modest Gains This Year 


Billions of Dollars 
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started last year compared with 1.55 million in 
1959. New housing completions dropped even 
further. Timed with a leveling out in other in- 
dustries this hurt the appliance industry. 

But forecasters expect 1961 will be a better 
year for housing. Housing starts should reach 
1.35 million in the coming year. Mortgage 
money will be more plentiful—and hopefully, 
less costly. This, in itself, is likely to boost home 
construction. Accelerated housing construction 
will improve the market for durables normally 
purchased by new home owners. This will par- 
tially offset a declining replacement market for 
appliances. 


APPLIANCE-TV SALES WILL RISE 


Thus when the final tally is made, total dollar 
volume of appliances, radios and TV sets should 
run about $7.9 billion a year—slightly above 
1960. But it is the second half of the year 1961 
that will tell the story. By then, consumers will 
be in better financial shape. Continued repay- 
ments on instalment debt will put them in a 
position to take on more debt. Incomes will im- 
prove as factory output increases. These factors, 
combined with some improvement in housing, 
should make it a good year for appliance 
dealers. 
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Customers Are There? 


DOMESTIC AND FARM ELECTRIC CUSTOMERS, JANUARY 1, 1961 


How Many 































































































































































































































































































































































































































































































































































































































































Residential & Rural Urban Electric Rural Non-Farm Farm Electric 
STATES Electric Customers Customers Electric Customers Customers 
Maine 313,000 162,501 128,199 22,300 
New Hampshire 210,000 111,568 88,232 10,200 
Vermont 122,000 45,815 60,485 15,700 
Massachusetts 1,525,000 1,264,977 242,923 17,100 
Rhode Island 259,000 215,382 41,668 1,950 
Connecticut 764,000 591,953 159,447 12,600 
NEW ENGLAND 3,193,000 2,392,196 720,954 79,850 
New York 4,808,000 4,120,026 584,274 103,700 
New Jersey 1,826,000 1,559,126 244;374 22,500 
Pennsylvania 3,208,000 2,350,060 732,390 125,550 
MIDDLE ATLANTIC 9,842,000 8,029,212 1,561,038 251,750 
Delaware 124,000 81,846 36,104 6,050 
Maryland 164,374 31,000 
District of Columbia cams bassin ae ~ 
Virginia 1.030,000 592,209 307,941 129,850 
West Virginia 512,000 217,851 229,849 64,300 
North Carolina 1,230,000 526,915 442,035 261,050 
South Carolina 611,000 293,346 200,254 117,400 
Georgia 1,086,000 612,690 311,010 162,300 
Florida 1,542,000 1,120,298 365,902 55,800 
SOUTH ATLANTIC 7,120,000 4,234,781 2,057,469 £27,750 
Kentucky 828,000 396,498 242,602 188,900 
; Tennessee 1,004,000 551,678 255,222 197,100 
A. Alabama 904,000 500,184 234,516 169,300 
a Mississippi 547,000 213,344 141,756 191,900 
res Tec AST SOUTH CENTRAL 3,283,000 1,661,704 874,096 747,200 
= YE ee . 
~ ey - SS a eae EN a 
a= %''H M AY 1i Th 
== ow any pliances | ey 
Percentage 84.9 76.4 17.3 41.7 $2.9 80.4 89.5 76.6 70.8 61.0 
Number in 1,000 43,890 39,474 Py a & 180 8,959 21,540 Py M0 48,025 41,565 46,265 39,590 Py 740 36,590 31,540 
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Number in 1,000 
Percentage 
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20,150 | 
39.0 


10,125 
19.6 


3,665 
1 


1,750 
3.4 


30,150 
58.3 


42,731 
82.7 


a 


9,425 12,100 22,450 15,100 
10.5 23.4 43.4 29.2 
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STATES 


Ohio 
Indiana 
Illinois 
Michigan 
Wisconsin 
EAST NORTH CENTRAL 
Minnesota 
lowa 
Missouri 
North Dakota 
South Dakota 
Nebraska 
Kansas 
WEST NORTH CENTRAL 
Arkansas’ 
Louisiana 
Oklahoma 
Texas 
WEST SOUTH CENTRAL 
Montana 
Idaho 
Wyoming 
Colorado 
New Mexico 
Arizona 
Utah 
Nevada 
MOUNTAIN 
Washington 
Oregon 
i+. California 


SN sPACIFIC 


= TOTAL 48 STATES 
Alaska 
Hawaii 





~~ 
™~ 














_ 








Own? 


11.6 
5,990 


75.8 
39,170: 


40.8 
21,090 


N.A.—Not Available 


44.0 
22,740 


Residential & Rural 
Electric Customers 


2,816,000 
1,399,000 
2,918,000 
2,327,000 
1,196,000 
10,656,000 
1,006,000 
829,000 
1,314,000 
174,000 
193,000 
426,000 
664,000 
4,606,000 
522,000 
871,000 
720,000 
2,743,000 
4,856,000 
201,000 
195,000 
95,000 
524,000 
233,000 
333,000 
232,000 
76,000 
1,889,000 
876,000 
542,000 
4,827,000 
6,245,000 

51,690,000 


N.A. 
N.A. 


ae a 


Urban Flectric 
Customers 
2,088,790 
897,976 
2,337 836 
1,665,752 
736,834 
7,727,188 
588,196 
424,861 
882,599 
54,930 
76,673 
217,833 
380,953 
2,626,045 
235,430 
564,825 
436,918 
1,909,544 
3,146,717 
100,065 
94,235 
55,701 
356,960 
151,221 
217,871 
157,032 
46,659 
1,179,744 
586,787 
316,513 
4,046,563 
4,949,863 
35,947,450 


N.A. 
N.A. 


5.7 
3,021 


petra Sn nae 


All figures except radio based on 51,690,000 domestic and farm electric customers. Radio based on 53,300,000 total homes. 
*May 1960 — Advertising Research Foundation 
70.8 
36,590 


Rural Non-Farm 
Electric Customers 


553,910 
348,174 
407,714 
524,298 
308,766 
2,142,862 
254,854 
213,739 
237,451 
66,570 
61,477 
112,417 
172,597 
1,119,105 
147,820 
197,525 
172,282 
555,656 
1,073,283 
71 485 
63,165 
28,899 
130,490 
63,429 
106,679 
52,568 
27.04) 
543,756 
224,813 
172,537 
659,837 
1,057,187 
11,149,750 


N.A. 
N.A. 


ee oe 
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29.4 
15,190 


93.6 
48,365 










































Farm Electric 
Customers 
173,300 
152,850 
172,450 
136,950 
150,400 
785,950 
162,950 
190,400 
193,950 
52,500 
54,850 
95,750 
110,450 
860,850 
138,750 
108,650 
110,800 
277 ,800 
636,000 
- 29,450 
37,600 
10,400 
36,550 
18,350 
8,450 
22,400 
2,300 
165,500 
64,400 
52,950 
120,600 
237,950 
4,592,800 


300 
N.A. 




















Copyright 1961 McGraw-Hill Publishing Company, Inc. 


20.0 25.1 46 
10,315 13.265 2,390 


26.9 81.1 


13,890 


64.8 
33,490 


10.6 
5,490 








41,940 
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HOTPLATES 


VILLI 





eee ILL, uu 









| 12,520 45,700 30,600 28,950 
24.2 88.4 59.2 56.0 
JANUARY 23, 1961 






36,500 
10.6 
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| RANGES (free standing) 
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RANGES (built-in) 
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50,279 
94.3 





15,100 


29.2 














3,325 
6.4 
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SANDWICH-WAFELER (combinations) 
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9,750 
18.8 


43 


37,800 
73.1 


“46,200 
89.4 


41,375 
80.0 


49,300 
95.4 


38,425 
143 


18,200 
35.2 




















Manufacturers’ Sales and Retail 


Figures compiled from reports of associations (NEMA, AHLMA, VCMA, EIA, WCF, etc.), manufacturers, Census of Manufactures, and ELECTRICAL MERCHANDISING WEEK estimates. Exports in. 
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1951 1952 1953 1954 1955 

— | et LOCI —————— a ae 

PRODU CT NUMBER RETAIL NUMBER RETAIL | NUMBER sr oR VALI oR evan 
SOLD $ VALUE; SOLD $ VALUE | SOLD $ VALU 2ULU i ____$ VALUE 

HOME LAUNDRY: 

Dryers, Clothes, Totol............. | 492,000 $120,679,500 634,850 $162,781,000 736,700 $179,847,00C 940,900 $215, 630,500 1,396,600 $309,050,000 
NG oe eae cseei ws iene 354,000 82,039,500} 473,900 116,105,500 568,500 134,342,200 697,700 153,040,500 1.027,600 216,752,000 
Rois catieeto Awe wekcess cuss 138,000 38,640,000 160,950 46,675,500 168,200 45,504,800 243,200 62,590,000 369,000 92,298,000 

MM ces satus tian cack lacs Cakuks 283,840 49,572,700) 211,400 44,182,600 160,000 34,013,000 89,840 18,291,000 | 87,100 18,352,000 

Washing Machines, Total ........... i] $,384,700 715,663,000 | 3,266,500 708,895,300 3,592,200 805,419, 300 3,610,900 |” 853,550 50 |, rere eee 
Automatic & Semi-Auto ......... 1] 1,589,400 445,667,800) 1,684,100 471,076,40C 2,070,800 577,401,100 2,401,000 653,816,300 3,123,000 845,407,000 
Wringer & Spinner.............. 1,795,300 269,995,200) 1,582,400 237,818,90C 1,521,400 228,018,200 1,209,400 179,741,000 } 1,268,000 187,030,000 

Washer—Dryer Combinations ........ i Sect ccSURGEa cde” Web ck vacec RGAE Ga ReUeaeieln baGhks Kc co ceukddecdbice | csccccvccedebade “Shhaudeatcscccce | eeepeeesnniper ds :GeereonesssbeeeRan wanes beveccceses see Sevvevesegacs 

a : wis See: aR Ca etna » SF ; x Ie ae a ; | r | EOE: Rent 

KITCHEN APPLIANCES: 

Dishwoshers . piwes 260,000 78,000,000 175,000 52,500,000 180,000 54,000,000 215,000 64,500,000 295,000 90,270,000 

Food Waste Disposers ...... 352,000 47,520,000 260,000 33,800,000 325,000 42,250,000 410,000 47,150,000 520,000 59,800,000 

NE viii tbe w he 9 < 650s 1,050,000 378,000,000 1,140,000 421,800,000 1,090,000 436,000,000 990,000 391,425,000 1,100,000 439,945,000 

Kitchen Cabinets ................. 2,672,100 119,930,900 2,970,000 154,000,000 3,441,000 178,000,000 3,372,000 174,440,000 4,046,000 209,328,000 

Ranges, Electric, Total ........ 1,400,000 350,000,000 1,060,000 270,300,000 1,250,000 318,750,000 1,350,000 353,900,000 1,600,000 423,800,000 
Electric, Free Standing ......... 1,400,000 350,000,000 1,060,000 270,300,000 1,250,000 318,750,000 1,250,000 325,000,000 1,400,000 366,800,000 
TEE aia cRb GS US us AD wl cc ccsdpadacuee | 6occsessvcshewebld cGGMMUNMcGcacksd cocd caddie weds f cedecscccscesene Leccovesencegees 100,000 28,900,000 200,000 57,000,000 

Ronges, Gas, Total................ S SURAOD Sock ecient es 2,175,400 2,176,500 2.OTE DOD osiccvncesicsins 2,334,100 222,906,000 
Gos. Free Stonding............. POG OO ivsinscdciccuies 2,175,400 2,176,500 2,043,500 ivccvcccccsionns 2,234,800 
eee a i ceucamansia | Socccqeeecccsses SO O00 saci ccstadears 100,000 

Refrigerators, Electric............. 4,075,000 1,120,625,000 3,570,000 1,017,450, 000 3,650,000 1,076,750,000 3,600,000 1,095,865,000 4,200,000 1,323,000,000 

Water Heaters, Electric ............ 845,000 114,075,000 720,000 95,040,00C 780,000 102,960,000 806,000 96,700,000 900,000 103,500,000 

Water Heaters, Gas................ Paes eae eee = 5 en eee 2 ABE FOG cia ticsccasdns 2, B68, SOU icccotdcucavutin 2,748,200 149,172,000 

ELECTRIC HOUSEWARES: 

Bed Coverings... .. 776,000 32,980,000 830,000 35,275,000 948,000 35,976,000 1,104,000 37,812,000 1,460,000 44,530,000 

Blenders ...... Ueieee es ties case « 290,000 11.455,000 395,000 16,392,500 310,000 12,384,500 296,000 11,825,000 405,000 14,415,000 

Can Openers (including comb. 

Can epener-inife sharpeners)... ff ccccccccccccccs sccceccscccreces | sccncceccscovecs wesccccccccccece | seccesececcesens sececccetecesess | secccceeeseesens sevsecececseases |eeesesacesosouse se FS Re aa 
Cleaners, Vacuum, Floor........... 2,729,100 234,893,600 2,841,800 260,081,500 2,777,700 263,121,700 2,658,000 254,459,900 3,270,400 285,702,000 
RN ie fit vss si cn ecs 7,500,000 52,125,009 6,700,000 48,575,000 7,625,000 52,993,700 6,900,000 47,955,000 7,200,000 50,040,000 
Coffee Makers, Automatic .......... 1,695,000 43,646,250 1,950,000 48,652,500 3,685,000 73,515,800 3,269,000 65,053,000 3,675,000 71,662,500 
TN en, os. saws ac Ad aha baneeeuod oh Mibkeaee MUMS D Séndaneoacmmnld. tx becsadidwerces [occeoseudesedads sesccuestsecoees 815,000 4,605,000 780,000 4,040,400 
Puinceees Pet... ood. ke 725,000 20,662,500 1,525,000. 45,673,000 2,650,000 79,500,000 1,693,000 37,077,000 1,925,000 33,687,000 
CR ae tia. gl 2 Bn ate caapecae  célinae DVRS sSS TP UpaKGINGRAG Abed (ops weilanenddsnik [os ssvasnavetesss: beveeetscs aioe 1,100,000 26,400,000 2,660,000 50,540,000 
To SESE A So eae 1,450,000 10,077,500 1,500,000 10,425,000 1,875,000 12,281,200 1,672,000 10,450,000 1,980,000 12,177,000 
Metplatets dis... . ... 2... 5... 940,000 8,695,000 905,000 8,597,500 695,000 5,907,500 946,000 7,180,000 950,000 7,362,500 
ei SEU, . sk. veaeckanee. 7,348,600 103,119,900 6,025,000 96,508,800 7,400,000 117,886,000 6,536,000 95,869,000 7,930,000 112,871,000 

PU dads 5 eeaou cen conse 4,950,000 60,637,500 2,795,000 36,195,300 2,720,000 32,640,000 2,215,000 22,748,000 2,495,000 25,575,000 

pS Ly Se ay fone eae 298,600 2,687,400 375,000 3,356,300 430,000 4,708,500 400,000 4,700,000 440,000 3,630,000 

eS roe reper et 2,100,000 39,795,000 2,855,000 56,957,200 4,250,000 80,537,500 3,921,000 68,421,000 4,995,000 83,666,000 
Mixers, Food, Total ............... 1,600,000 68,000,000 1,830,000 69,122,250 1,885,000 67,534,200 2,865,000 94,142,000 3,240,000 103,151,500 

WHMNIIING cs we clroue sect 1,475,000 65,687,500 1,375,000 60,500,000 1,270,000 55,880,000 1,591,000 70,000,000 1,615,000 — 71,464,000 

Oe sks ee cs eee 125,000 2,312,500 455,000 8,622,250 615,000 11,654,200 1,274,000 24,142,000 1,625,000 31,687,500 
Polishers, Floor ................-- 275,000 16,500,000 287,000 18,655,000 295,000 19,175,000 325,000 19,500,000 375,000 20,250,000 
NS... 5:5dicn dhs set EE on nad: oxpaenahecesese T scuutLy cues ee cece Sek N olewdausensetes, ovccepabansebods | vaksevonsetegeka edubetatnns eee Tp So Oe A= 
Shovers ......... SOT asd © SRP: 2,200,000 53,900,000 2,750,000 68,612,500 3,500,000 94,500,000 3,957,000 106,839,000 4,750,000 121,125,000 
Toasters, Total.............+. 3,725,000 75,763,700 2,975,000 59,727,700 3,170,000 57,721,500 3,457,000 59,889,000 3,565,000 60,242,500 

Mass o's. cc koawededas 3,350,000 73,532,500 2,650,000 58,167,500 2,825,000 56,358,800 3,105,000 58,840,000 3,250,000 59,312,500 

Non-Automatic ................- 375,000 2,231,200 325,000 1,560,250 345,000 1,362,700 352,000 1,049,000 315,000 930,000 
Waffle lrons ~ Sand. Grills .......... 1,875,000 33,656,300 1,456,000 29,848,000 1,370,000 29,455,000 928,000 17,354,000 995,000 18,905,000 
HEATING & COOLING: 

Air Conditioners, Room ............ 237,500 80,393,000 380,400 129,703,500 1,044,700 349,514,000 1,353,200 439,790,000 1,275,500 382,650,000 

Dehumidifiers................... 55,240 7,678,400 87,450 12,505,300 90,550 12,224,000 80,000 10,800,000 96,000 12,192,000 

POO, RON oes 254 < vabsabascepess 3,264,500 94,893,600 3,075,000 109,896,500 5,104,000 188,278,900 6,880,000 249,977,500 5,585,000 203,392,000 
Mie cs. 90,009 12,325,500 95,000 14,250,000 135,000 18,562,500 125,000 16,375,000 140,000 17,500,000 
Desk & Bracket............. 2,225,000 43,387,500 1,625,000 36,031,500 3,035,000 74,357,700 3,924,000 93,195,000 2,525,000 50,373,000 
Hessock or Floor............... 185,000 8,136,300 265,000 12,852,500 335,000 16,029,700 406,000 17,052,000 250,000 10,464,000 
=. = Exhoust........ 444,500 14,404,300 585,000 19,012,500 754,000 26,390,000 825,000 30,937,500 860,000 30,100,000 

I NS fi Ec a a aa a ee oe. concacnae | vavecudevacavace. vecccsvccceonasd T caceasecccemeihn backckskiddiic. (ee a 
Window Ventilating........... 320,000 16,640,000 505,000 27,750,000 845,000 52,939,000 1,425,000 79,643,000 1,645,000 82,168,000 
Portable Roll-Abouts .. .. adh osama cance mais GSC Et dhe cee ga kee E ccccecacdddibees vevesschtiacsabte 175,000 12,775,000 165,000 12,787,000 

Heaters, Electric, Total. . “— 930,000 12,393,000 1,202,000 31,203,000 1,466,000 33,905,300 1,432,000 37,452,500 1,680,000 50,113,500 
Fan-Forced & Fan Htr. Portable. . 605,000 9,468,000 690,000 12,075,000 940,000 17,390,000 850,000 16,787,500 880,000 17,160,000 
Non-Fan Forced Portable...... .. 325,000 2,925,000 270,000 2,430,000 195,000 1,940,300 257,000 6,040,000 270,000 6,480,000 
Wall Type... EeAReaRan es | PRapecasksavonciph pena ppaseseusnes 242,000 16,698,000 265,000 14,575,000 325,000 14,625,000 530,000 26,473,500 

Oil Space Heaters................. 768,490 69,933,000 740,300 68,852,000 647,800 60,892,700 452,000 43,394,000 378,900 37,134,000 

CONSUMER ELECTRONICS: 

Phonographs & Record Players ..... |) oo... ccc cee cccee ceccececcececeee SP bE Cubs ns ccsaava, ROPE WOU co cchedsebivind S985 060 eo 3,006,000 ...cceccevcccese 
Single Players................- _ eae BAS DOO sc. ccnabaneass VORB oak 2,234,000 154,125,000 
Phono-Radio Combinations ... .. 538,000 ............. 491,000 ....cceseseseese WERGOD Siccivaicsiutexe SES OO siiccssesias toes 
Record Player Attachments . . . GE ites dvaseatis. SOB GOO Vs. aseiecceuas BSG ,600 55.4 ccs aes: 379,000 13,300,000 

Radio (production), Total...... 7,692,000 261,377,100 8,185,700 268,803,900 6,276,000 188,787,400 7,269,200 233,226,600 
Home Radios . pone Ene 4,043,100 136,454,600 4,403,000 138,694,500 3,067,600 88,193,500 2.998, 000 86,192,000 
Portable Radies...-.......-.... 1,719,900 59,336,500 1,741,600 60,712,000 1,333,500 42,472,000 2,027,500 70,861,000 

PP hme PS ae . rr ae B  shagon a | pone : tren 69,397,400 1,874,900 58,121,900 2,243,700 76,173,600 

: 5 a.8 1918202, ree 1 # 29,156,600 215,800 2,020,424,000 7,346,700 1,689,741,000 7,757,000 1,745,212,000 

} scant vee cpiiag «2 pedbediaes cakacs a ae hasehe sosscuectbes to a 60 ccedeveteussoe AOD 5 ee 4,440,000 ..cccccvescccess 

Micei tai hie og ice - sagan ae SHEwEtare ¢+>ceseengnene ss 5 OEP OD sake varsecane. 3,200, O00 sc niccacssccsses 

BI4 GI sb icncdaesveccees EE esGhscceeraciec BOAT bb 0ssdndes vbsdie 06,840 5 S17, OOD ananccccaddo0ees 

Recorders, I ek WON « RMR ae ELT Me ge oN a gue he Ue Ul ee deceecane 100,000 28,900,000 360,000 54,000,000 

OTHER APPLIANCES: 

i: a Soc eae ae sg L = 121,000,000 4.189,800 110,000,000 1,275,000 144,542 000 1,750,000 157,500,000 2,750,000 236,500,000 

Sena tiie . . ax piping ot 25 008 Hlser +n necks 265,000 66,250,000 312,000 78,000,000 403,000 93,496,000 

625,000 976.875,000 682,000 110,484,000 702,050 119,000,000 728,000 123,400,000 788,000 130,000,000 











323,000,000 


32,400,000 


350,000,000 


LAMP BULBS & TUBES, TOTAL: 2,012,132,00 000 | 1,849,994,000 484,100,000) 2,201,159,000 613,500,000 | 2,244,068,000 641,700,000 |, 2,479,000,000 723,500,000 
Fluorescent. . . 6,6: 00 102,600, 006 77,629,000 93,000,000 84,665,000 121,000,000 86,168,000 131,000,000 : 95, 000,000 145,000,000 
Large Incondescent. . 730,408,000 228,000,000 920,825,000 222,000,000 976,461,000 264,000,000 | 1,903,600,000 286,000,000 1,009,000,000 300,000,000 
Photo. . : 295, C ] 100 341,820,000 00, 35,670,000 83,200,00( 454,000,000 73,500,000 525,000,000 79,000,000 
Minioture (incl. “L™) ‘say 399,320,000 94,600,000) 427,363,000 ,800,000 377,300,000 118,800,000! 500,000,000 165,000,000 
Christmos Tree 262 , 150,400,000 6,1 OC ,000,000 500, 00( ‘ ° : ; 


34,500,000 


ELECTRICAL MERCHANDISING WEEK 


Value of Appliances, Radio and TV 


cluded in all products except lamp bulb and tubes. Radio and Television represent production. Permission to reprint or use is granted provided credit is given ELECTRICAL MERCHANDISING WEEK. 
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1956 1957 1958 1959 1960 
NUMBER RETAIL NUMBER RETAIL NUMBER RETAIL =NUMBER RETAIL | NUMBER RETAIL PRO DU C T 
SOLD _—$ ‘VALUE SOLD _$ VALUE SOLD _—‘$ VALUE | SOLD $ VALUE | SOLD — $ VALUE el 4 
HOME LAUNDRY: ; 
1,522,600 $338,017,000 1,294,000 $295,998,000 1,240,000 280,495,000 | 1,409,000 331,115,000 1,258,000 269,138,000 | Dryers, Clothes, Total 
1,104,500 231,945,000 894,000 193,998,000 843,000 181,245,000 | 923,000 198,445,000 | 814,000 165,242,000 Electric 
418,100 106,072,000 400,000 102,000,000 397,000 99,250,000 | 486,000 118,584,000 | 444,000 103,896,000 Gas 
64,000 13,760,000 44,000 9,592,000 35,000 7,525,000 40,000 8,600,000 35,000 7,525,000 | lroners j 
4,542,000 1,096,778,000 3,791,000 939,355,000 | 3,770,000 938,350,000 | 3,950,000 985,460,000 | 3,381,000 821,193,000 Washing Machines, Total ‘ 
3,314,000 911,350,000 2,814,000 787,920,000 | 2,832,000 792,960,000 | 2,970,000 831,600,000 | 2,616,000 701,088,000 | Automatic & Semi-Auto y 
1,228,000 185,428,000 | 977,000 151,435,000 | 938,000 145,390,000 | 980,000 153,860,000 | 765,000 120,105,000 | Wringer & Spinner i 
103,600 54,390,000 | 179,300 91,443,000 | 170,000 82,450,000 | 196,000 93,100,000 | 163,000 75,469,000 Washer-Dryer Combinations 1 
-~ —--~~ —————— ~+ SE —_ $$$ eee ee a ae | re — 
| __ KITCHEN APPLIANCES: 1 
400,000 116,000,000 | 390,000 104,250,000 | 424,700 116,792,000 | 547,300 139,561,000 | 555,000 141,525,000 || Dishwashers 
610,000 57,950,000 | 550,000 49,473,000 616,500 55,454,000 | 788,600 63,050,000 | 760,000 60,762,000 Food Waste Disposers } 
975,000 380,200,000 | 925,000 346,875,000 | 1,100,900 385,315,000 1,205,400 396,576,000 1,045,000 308,275,000 | Freezers 
3,000,000 170,000,000 2,490,000 150,120,000 | 2,000,000 125,000,000 | 1,350,000 We Prepay eerie yar ahean wongmine nF Kitchen Cabinets 
1,585,000 412,645,000 | 1,365,000 361,675,000 1,354,500 360,095,000 | 1,686,800 469,441,000 1,525,000 421,105,000 Ranges, Electric, Total 
1,200,000 306,000,000 940,000 239,700,000 810,100 206,575,000 933,800 242,788,000 860,000 223,600,000 Electric, Free Standing 
385,000 106,645,000 425,000 121,995,000 544,400 153,520,000 | 753,000 226,653,000 665,000 197,505,000 Electric, Built-In 
2,177,400 206,853,000 1,968,600 188,985,600 1,896,400 259,169,000 2,011,100 282,540,400 1,844,100 276,615,000 Ranges, Gas, Total 
2 GER WD issk sce eriteccs Ei TIEAODS cist iat cisicnee 1,665,000. 213,120,000 1,657,300 212,134,400 1,489,300 201,055,000 Gas, Free Standing 
1G5, FOS crccvesseckeess> 197, 2O@ cescccicsvcedacs 231,500 46,069,000 353,800 70,406,000 354,800 75,560,000 Gas, Built-In 
3,700,000 1,202,500,000 3,350,000 1,072,000,000 3,116,700 997,344,000 3,785,000 1,271,760,000 3,475,000 1,129,375,000 Refrigerators, Electric 
870,000 95,700,000 800,000 84,000,000 823,500 86,495,000 782,900 85,172,000 715,000 75,075,000 Water Heaters, Electric 
2,762,100 149,430,000 2,532,300 139,662,000 2,673,400 240,570,000 2,953,600 280,592,000 2,662,400 266,240,000 Water Heaters, Gas 
7 t 
ELECTRIC HOUSEWARES: 
2,085,000 58,380,000 2,200,000 57,200,000 2,420,000 60,379,000 3,300,000 75,735,000 3,540,000 81,243,000 Bed Coverings 
480,000 16,776,000 455,000 17,267,000 430,000 15,888,500 440,000 15,818,000 435,000 15,638,000 | Blenders 
die OSS EERE MMNSENES ATTA ciet no oenwene nue wis MobaweneRe 300,000 7,947,000 940.000 22.560,.000 1,320,000 30,294,000 Can Openers (including comb. 
can opener-knife sharpeners) 
3,721,900 304,377,000 3,190,000 269,140,000 Gas 3,295,000 291,937,00C 3,421,000 315,177,000) 3,350,000 314,900,000 Cleaners, Vacuum, Floor 
9,750,000 65,812,000 | 8,400,000 54,600,000 | 7,450,000 52,522,50¢ 8,100/000 57,000,000 8,300,000 58,100,000 Clocks 
5,100,000 98,685,000 | 4,365,000 85,100,000 4,250,000 80,535,000 4,750,000 94,762,000 | 4,875,000 97,256,000 Coffee Makers, Automatic 
640,000 3,168,000 550,000 2,887,000 595,000 3,421,000 685,000 3,665,000 730,000 3,905,500 Corn Poppers 
1,450,000 22,475,000 1,100,000 16,445,000 440,000 7,018,000 345,000 5,848,000 | 290,000 4,915,500 Fryers, Deep Fat 
6,100,000 109,495,000 5,200,000 98,500,000 3,550,000 67,272,500 3,240,000 60,850,000 | 2,590,000 46,490,500 | Frypan-Skillets A 
2,215,000 13,179,000 | 2,055,000 12,535,000 1,995,000 12,468,000 2,560,000 15,232,000 2,575,000 15,321,000 Heating Pads 
760,000 6,042,000 660,000 5,247,000, 4 735,000 7,313,000 | 625,000 6,219,000 550,000 4,922,500 Hotplates 
8,505,000 119,074,500 7,625,000 112,739,000 5,662,000 86,708,000 6,747,000 103,031,000 6,695,000 98,559,000 lrons, Total 
2,130,000 21,193,500 1,650,000 16,417,000 1,347,000 13,403,000 1,615,000 16,069,000 1,600,000 15,920,000 Automatic 
475,000 3,776,000 550,000 4,372,000 415,000 3,300,000 420,000 3,795,000 465,000 4,161,000 Travel 
5,900,000 94,105,000 5,425,000 91,950,000 3,900,000 70,005,000 4,712,000 83,167,000 4,630,000 78,478,000 Steam 
4,245,000 119,332,000 3,600,000 97,200,000 2,714,000 67,776,000 3,060,000 73,900,000 3,270,000 73,418,000 Mixers, Food, Total 
1,600,000 70,400,000 1,200,000 52,800,000 819,000 32,719,000 910,000 34,125,000 840,000 29,800,000 Stondard 
2,645,000 48,932,000 2,400,000 44,400,000 1,895,000 35,057,000 | 2,150,000 39,775,000 2,430,000 43,618,000 Portable 
415,000 23,862,500 595,000 29,720,000 725,000 35,525,000 950,000 37,952,000 1,040,000 41,340,000 Polishers, Floor 
esas opeccscnn sescescieessoeen 245,000 3,859,000 355,000 5,591,000 545,000 7,902,000 565,000 8,192,500 Sharpeners, Knife 
6,600,000 138,600,000 6,650,000 132,667,000 6,400,000 “124,800,000 6,150,000 110,393,000 5,950,000 100,852,500 Shovers 
3,980,000 70,541,000 4,000,000 71,874,500 3,300,000 59,395,000 3,774,000 68,000,000 3,555,000 60,873,000 Toasters, Total 
3,675,000 69,641,000 3,750,000 71,062,000 3,106,000 58,745,000 3,550,000 67,272,000 3,345,000 60,043,000 Automatic 
305,000 900,000 250,000 812,500 200,000 650,000 224,000 728,000 210,000 830,000 Non-Automatic 
980,000 19,551,000 895,000 17,855,000 775,000 15,460,000 780,000 15,561,000 740,000 14,023,000 Waffle Irons — Sand. Grills 
HEATING & COOLING: 
1,828,000 534,800,000 1,586,000 491,660,000 1,673,000 466,767,000 1,660,300 446,621,000 1,580,000 439,240,000 Air Conditioners, Room 
275,000 34,375,000 225,000 26,100,000 210,000 22,050,000 345,000 35,535,000 410,000 43,460,000 Dehumidifiers 
6,865,000 259,124,000 5,303,000 191,097,000 4,676,000 167,743,000 4,485,000 157,930,000 4,672,000 169,759,000 Fans, Total 
110,000° 13,750,000 98,000 12,735,000 92,000 11,500,000 105,000 11,550,000 85,000 9,350,000 Attic 
2,400,000 47,850,000 1,725,000 34,415,000 1,588,000 29,378,000 1,325,000 26,434,000 1,200,000 22,740,000 Desk & Bracket 
135,000 6,682,000 105,000 5,197,000 118,000 5,841,000 130,000 5,193,000 95,000 3,795,000 Hassock or Floor 
1,395,000 51,615,000 1,345,000 49,765,000 650,000 20,870,000 940,000 28,153,000 1,020,000 30,549,000 Kitchen Vent. & Exhaust 
soecedecaennaney Wuaune bdabcdwke 1 oenevassendesae aubeagercubeess 450,000 23,130,000 625,000 31,218,000 610,000 33,519,000 Range Hood, Self Contained 
2,525,000 119,937,000 1,700,000 71,825,000 1,413,000 59,139,000 1,150,000 45,942,000 1,337,000 56,822,000 Window Ventilating 
300,000 19,290,000 330,000 17,160,000 365,000 17,885,000 210,000 9,440,000 325,000 12,984,000 Portable Roll-Abouts 
1,903,000 56,425,000 1,855,000 54,224,000 1,875,000 53,840,000 2,190,000 62,370,000 1,990,000 65,280,000 Heaters, Electric, Total 
976,000 19,032,000 925,000 20,305,000 1,025,000 22,500,000 1,145,000 25,312,000 945,000 21,262,000 Fan-Forced & Fan Htr. Portable 
320,000 7,680,000 295,000 6,932,000 270,000 6,400,000 240,000 4,525,000 285,000 6,056,000 Non-Fan Forced Portable 
607,000 29,713,000 635,000 26,987,000 580,000 24,940,000 715,000 32,533,000 760,000 37,962,000 Wall Type 
376,900 36,933,000 331,600 33,823,000 244,300 24,920,000 288,400 29,417,000 230,750 23,575,000 Oil Space Heaters 
CONSUMER ELECTRONICS: 
RjABE GOO i cccnsbadecsvess 4, B72, GOO .cccccvcseccesss 4,095,500 574,939,000 4,390,000 544,165,000 5,030,000 661,700,000 Phonographs & Record Players 
3,338,000 240,336,000 3,718,000 334,620,000 3,212,000 319,144,000 3,475,000 312,750,000 4,000,000 400,000,000 Single Players 
Q9X, 006 .iiivniiiins. WAL OB scaet eth cckass 760,000 250,856,000 829,000 227,975,000 900,000 256,500,000 Phono-Radio Combinations 
312,000 10,920,000 213,000 8,520,000 123,500 4,939,000 86,000 3,440,000 130,000 5,200,000 Record Player Attachments 
8,461,000 275,906,000 9,009,000 303,374,000 8,032,000 286,602,000 10,067,000 319,702,500 10,600,000 313,900,000 Radio (production), Total 
3,037,000 75,925,000 3,228,000 80,700,000 2,621,000 65,525,000 3,145,000 70,762,500 3,300,000 75,900,000 Home Radios 
3,113,000 121,407,000 3,265,000 137,130,000 3,373,000 151,785,000 4,128,000 165,120,000 4,800,000 168,000,000 Portable Radios 
2,311,600 78,574,000 2,516,000 85,544,000 2,038,000 69,292,000 2,794,000 83,820,000 2,500,000 70,000,000 Clock Radios 
7,387,000 1,403,530,000 6,399,000 1,215,800,000 4,921,000 1,008,600,000 6,350,000 1,353,109,000 5,650,000 1,240,032,000 Television, B & W, Total 
4,754,000 .....s000. SPAR O0G iiiise canis suave ° 2,717,000 461,890,000 3,613,000 632,275,000 3,350,000 602,832,000 Table-Portable 
© 367 GUE ni sunmictsinnins B DES. OOD. ininbindensves 2,069,000 489,335,000 2,567,000 646,884,000 2,100,000 550,200,000 Console 
VOIOIE > sceciods peient Ee RRR aa 135,000 57,375,000 170,000 73,950,000 200,000 87,000,000 Phono-Comb. 
400,000 60,000,000 500,000 100,000,000 400,000 70,000,000 400,000 56,000,000 425,000 64,000,000 Recorders, Magnetic 
OTHER APPLIANCES: 
3,200,000 252,800,000 3,300,000 278,850,000 3,452,000 291,694,000 4,200,000 293,790,000 3,800,000 285,000,000 Lawn Movers, Power 
475,000 122,075,000 507,500 128,397,500) .-cccccscveceeee seevereeereeees 425,000 110,000,000 410,000 105,780,000 Water Softeners 
775,000 120,125,000 750,000 112,500,000 720,000 111,600,00¢ 800,000 130,720,000) -+--eseeeeeere sereenereeneeees Water Systems 
2,660,310,000 812,000,000! 2,683,422,000 870,000,000) 2,597,173,000 871,000,000) 2,858,252,000 1,054,000,000} 2,729,200,000 1,086,000,000 LAMP BULBS & TUBES, TOTAL: 
108,579,000 175,000,000 109,056,000 180,000,000 109,341,000 188,000,000; 127,064,000 2z9,000,000| 133,000,000 241,000,000 Fluorescent 
1,100,965,000 325,000,000; 1,091,800,000 355,000,000) 1,090,776,000 353,000,000/ 1,145,773,000 434,000,000) 1,100,000,000 450,000,000 Large Incandescent 
607,766,000 92,000,000 596,566,000 98,000,000 568,129,000 96,000,000 654,219,000 114,000,000 536,200,000 96,000,000 Photo 
463,000,000 178,000,000 471,000,000 187,000,000 403,927,000 183,000,000) 501,196,000 225,000,000) 510,000,000 245,000,000 Miniature (incl. ““L"’) 
380,000,000 42,000,000 415,000,000 50,000,000 425,000,000 51,000,000 430,000,000 52,000,000 450,000,000 54,000,000 Christmas Tree 





REPLACEMENTS AND TRADE-INS AS A PERCENT OF TOTAL SALES 
1960 1959 1958 1957 1496 1955 1954 


rade- eplac ' | Trade- —-Replace- ‘Trade. 
T Trade- Replace- —Trade- Replace- Trade Replace- Trade Replace- Replace. 
ins —_ as = ins ments ins ments ins ments ins ments ins inate 








= 


REFRIGERATORS | 444 727 453 785 529 772 468 792 S42 774 453 72.1 490 69, 
FREEZERS | 116 21.0 13 13.5 fo OU aie ea 14.1 6.7 12.6 9.5 9.0 

ROOM AIR CONDITIONERS 46 9.1 43 13.9 a 1S 1.3 5.9 18 3.9 0.9 2.4 0.5 2.0 
RANGES | 399 575 422 647 386 616 426 622 427 S397 8 S5l 636 408 533 

WATER HEATERS | 182 495 109 55.0 74 «604 (1050 447s “122.22 BH 75 wat 6102 86493 
WASHERS | 536 565 47.7 ms 302 733 04 41. MS hee NS 490 670 

CLOTHES DRYERS | 158 24.1 82 222 66 §©618.9 3 oN 6.0 12.5 44 8.3 31 = 129 
VACUUM CLEANERS | 257 2 ae S| me yh CS iSS SO ee 64.1 237 589 
DISHWASHERS 3.6 14.1 2.5 12.9 2.2 9.6 38 MS 28 74 2.5 9.9 1.2 9.0 
DISPOSERS 42 16.2 5.4 18.0 ce MS - - _ _ _ — _ — 
TELEVISION | 513 687 463 703 456 652 368 594 366 522 245 388 227 403 





AS THE SATURATION LEVEL RISES... Replacement and 
Trade-In Sales Keep Growing 








Two important facts stood out clearly in the statistics 
gathered by EM Week for our 15th annual survey of 
replacement sales: 

@ Replacement and trade-in sales continued to in- 

crease their share of the market. 

@ Quality of trade-ins was poorer than last year. 

As usual, the 11 major appliances were pretty clear- 
ly divided between those that do a large portion of 
their business in replacements and trade-ins (refrigera- 
tors, ranges, water heaters, washers, vacuum cleaners, 
and TV) and those making mostly new sales (freezers, 
air-conditioners, dryers, dishwashers, and disposers ). 

But the percentage of replacement and trade-in sales 


Number Dealers Average Units 
Reporting Sold per Dealer 
Sales Figures 8 Mos. 


1960 1959 1958 


ee 





REFRIGERATORS | 243 290 346 46 42 35 

FREEZERS | 217 253 304 5 14 10 

ROOM AIR CONDITIONERS | 192 236 255 34 38 (29 
RANGES, ELECTRIC | 223 260 309 28 18 18 
WATER HEATERS, ELECTRIC | 174 198 227 eo 
WASHERS | 246 293 357 44 45 (37 

DRYERS, ELECTRIC & GAS | 222 270 327 17 18 15 
VACUUM CLEANERS | 197 234* 288 17 18 18 
DISHWASHERS | 162 180 197 4 oll 8 

DISPOSERS | 120 165 161 4 10 10 


TELEVISION | 286 257 313 76 56 «48 


*excludes one dealer who sold 1,020 cleaners. 


has been rising steadily for those appliances that usu- 
ally do a small replacement business, and 1960 recon- 
firmed this trend. As the saturation level rises, appli- 
ance selling is becoming more and more a replacement 
and trade-in business. 

For that reason, the low quality of last year’s trade- 
ins is discouraging. Dealers junked more trade-ins and 
resold fewer as-is than ever before. Only time will tell 
if this is the start of a trend or just a bad year. 

EM Week collected the statistics for this year's sur- 
vey by mailing questionnaires to electrical appliance 
dealers, selected from our subscriber lists. Just as last 
year, 346 usable replies were received. 


1960 1959 1958 AVERAGE NUMBER OF APPLIANCES SOLD 


Unlike rank in the musical best seller lists, the order of the 
appliance “Top 11” is doggedly consistent. 

The list of appliance best sellers, with one exception, is ar- 
ranged just as it was last year. TV continued to be by far the 
biggest item, with refrigerators and washers battling for second 


place. The change, tiny as it was, came when refrigerators nosed 
ahead 


While most retail sales figures slumped, the average number of 
units sold by dealers in EM Week’s survey went up for seven of 


11 : Oe : 
the 11 items. Most were minor changes, however. The only sig- 
ficant 4 a mtr . pue ad . : 
nificant boosts came in TV (up from 56 to 76) and electric 


ranges (up from 18 to 28). 
The reason for the rise 


in average sales may be that this 
report covers only the fir 


st eight months of 1960, while the slow 
period for some appliances came at year-end. 
The statistics in the 


accompanying table exclude figures from 9 
dealers who sold an 


unusually large number of their special 


( sold 360 vacuum cleaners). Including these 
figures would distort the general picture. 


item (one dealer 


ELECTRICAL MERCHANDISING WEEK 


FOOD WASTE DISPOSERS 100 1,556  1,304(83.4%) 


Total Units NEW Sales REPLACEMENT Sales 
Number Dealers Reporting Sold (to Homes Without) (to Homes Replacing) 


REFRIGERATORS 225 10,702  2,922(27.3%) 7,780(72.7%) 


FREEZERS 196 3,057 2,416(79.0%)  641(21.0%) 

ROOM AIR CONDITIONERS 174 5,732 5,212(90.9%) 520(9.1%) 
RANGES, ELECTRIC 210 5,635  2,397(42.5%)  3,238(57.5%) 
WATER HEATERS, ELECTRIC 158 1,823  921(50.5%) 902(49.5%) 


WASHERS 230 10,168 4,418(43.5%)  5,750(56.5%) 

CLOTHES DRYERS 201 3,499  2,656(75.9%) 843(24.1%) 
VACUUM CLEANERS 177 2,832 1,159(40.9%) — 1,673(59.1%) 
DISHWASHERS 142 1,747 = 1,501(85.9%) 246(14.1%) 
252(16.2%) 
TELEVISION § 274 20,331 6,359(31.3%) 13,972(68.7%) 


REPLACEMENT AND TRADE-IN VOLUME 


Trade-ins Accepted versus Tetal Units Sold (January—August 1960) 


Number Units Number Trade-Ins % Trade-lns 
Number Dealers Reporting Sold Accepted —_ to Unit Sales 


REFRIGERATORS 234 11,573 5,135 444% 


FREEZERS 211 3,154 365 11.6% 

ROOM AIR CONDITIONERS. 192 6,615 308 46% 
RANGES, ELECTRIC 217 6,107 2,437 39.9% 

WATER HEATERS, ELECTRIC 174 1,890 343 18.2% 
WASHERS 241 10,323 5,536 53.6% 

DRYERS, ELECTRIC & GAS 222 3,777 596 15.8% 
VACUUM CLEANERS 196 3,240 834 25.7% 
DISHWASHERS 162 2,197 78 3.6% 

FOOD WASTE DISPOSERS 120 1,643 69 42% 


TELEVISION 277 20,656 10,593 51.3% 





Replacement business has been on the rise for many years, it 
rose again last year, and it is likely to keep on rising for 
years to come. 

The increase in replacement (and thus trade-in) business oc- 
curs because the relatively newer appliances have now reached 
a level of saturation where replacement is possible. 


These newer appliances (air conditioners, dryers, and dish- 
washers), plus an old-timer (freezers) continued upward trends 
in 1960 by pushing replacement and trade-in business to new 
highs or continuing it at a peak level. 

In the last seven years, for instance, replacement sales of 
freezers are up from 9% to 21%, trade-ins from 5.5% to 11.6%. 
In dryers, replacements have risen from 12.9% to 24.1% of the 
business and trade-ins from 3.1% to 15.8%. 

The older appliances keep replacement sales relatively con- 





sistent at 55% to 75% of their total. Trade-ins are similarly 
consistent, taking between 40% and 55% of the business. 


There is no logical reason why the newer appliances and freez- 
ers should not eventually boost their replacement and trade-in 
sales to the same levels as the established items. If they do, 
over-all replacement business will continue to rise. 

In the group of newer appliances, only disposers have not 
established a clear pattern of increasing replacement sales. But 
the replacement business in disposers began only three years 
ago, so trends won’t be formed yet. 

One surprise in the 1960 survey was the drop in replacement 
sales of washing machines. Perhaps new sales went up, perhaps 
potential replacers decided to use coin-op laundromats. It’s too 
early to talk about basic changes in sales patterns, though. 
One odd year could be a statistical freak. 














WHAT DEALERS DID WITH TRADE-INS. a See Disposition of Trade-tas 
st a oe os 
Junk them that’s what they did more than ever 1960 pres re 28.6% 353% 23.9 %, 12.2% 
before. And the number of trade-ins that they 1959 219 5097 97. 4 3 42 °70 114 
were able to resell “as-is” dropped significantly REFRIGERATORS 1958 955 5803 37. 5 3 30 287 11 
for almost every appliance. Obviously, dealers 19 oy 5 868 28 | 304 30.2 113 
accepted poorer quality trade-ins last year. 37 36 ‘957 "6 6 129 710 95 
The percentage of freezers, air conditioners, 1960 | 155 399 415 101 
water heaters, dishwashers, and disposers FREEZERS 1959 85 58 saa oa a rf 
junked rose most sharply. Practically all of 1958 82 214 J 8 ; E 
these items at the same time increased their 1957 81 263 11.8 21.7 52.8 13.7 
replacement sales. More than a pene dongs = ~ o- ny oe = Ry 
ship connects these two facts. To keep their a J “ 
customers dealers took well-worn trades. ROOM AIR CONDITIONERS i > - oa oy = a 
Dealers had to do more work on trade-ins that 1960 155 2,294 32.8 34.5 20.5 12.2 
they didn’t throw on the scrap heap. The per- RANGES, ELECTRIC 1959 173 1915 369 27.7 24.6 10.8 
centage of models that had to be rebuilt was ’ | 1958 199 1,916 33.5 34.0 21.9 10.6 
generally up, while the percentage of those put | 1957 180 2,188 31.4 247 31.8 12.1 
directly onto the floor was almost universally 1960 65 343 88.6 = My 20 
down. TV alone was able to maintain last year’s A 1959 57 182 775 : ; 77 
precentage of trade-ins resold as-is. WATER HEATERS, ELECTRIC 1958 AS 144 59.7 15.3 19.4 5.6 
. 1957 4] 162 75.3 43 8.7 11.7 
The second-hand market all but disappeared 1960 191 5,429 42.0 28.1 146 15.3 
for disposers and water heaters in 1960. Of the WASHERS 1959 231 6,024 433 273 16.5 129 
69 disposers accepted as trade-ins by the deal- 1958 67 6,205 375 30.3 19.2 13.0 
ers in EM Week’s survey, only one was resold. 1957 295 7342 40.8 6.6 20.5 121 
All the others were junked. Of the 343 water 1960 99 596 175 414 47 16.4 
heaters accepted as trades, over 300 were 1959 95 385 18.4 33.8 33.8 140 
scrapped. DRYERS, ELECTRIC & GAS | 1958 = 100 mm us ll ol 
The market for used dishwashers and vacuum | 4957 85 383 18.0 326 311 183 
cleaners is heading in the same discouraging ' 1960 93 759 58.7 124 125 164 
direction. Dealers were able to sell only 23% ' 1959 114 784 510 48 168 74 
of their dishwasher trade-ins and 25% of the VACUUM CLEANERS | 1958 129 666 59 5 160 143 102 
vacuum cleaner trades. These figures were new ' 1957 112 997 53.6 20.5 122 137 
lows for both items. 5 . 
; Sie eee 
TV and ranges did hold on to their second-hand ' ; _ 
markets, hat just barely. Yor most appliancés DISHWASHERS | 1958 21 Sn nm wa Ce 
1960 was a year of poor quality trade-ins and a ' 1957 35 50 38.0 2.0 24.0 36.0 
resultant slow business in used goods. 1960 22 69 98.6 14 _ _ 
DISPOSERS | 1959 25 86 84.9 —_ 1.2 13.9 
1958 14 35 88.5 2.9 5.7 29 
1968 224 9,639 22.6 45.9 oY oy 
1959 193 6,258 24.6 443 . f 
AR Me SR i A Se Ie 
» 1957 204 6,197 25.7 42.1 19.6 12.6 
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NORMAL, BUT NOT STATIC—THAT’S THE STORY ON 1959's 


SEASONAL 
SHELLING 


The young and growing appliances continued maturing toward 
stable—and predominantly less seasonal—selling patterns. The 
basics settled more firmly in their ways. 1959 was a year for rein- 
forcing sales trends that have been dev eloping over the past decade. 

TV continued its tendency toward steady, year-round sales. Dish- 
washers, bed coverings, and radios all boosted growing fall markets. 
Freezers’ usual summer sales hump bulged a bit more. The only sur- 
prises were Christmas booms in air conditioners and vacuum cleaners. 

THE EAST To keep track of these trends and others (see sections below), EM 
! Week has charted seasonal sales for 10 years. This year’s survey, 
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Biya ho BB like its predecessors, was compiled from exclusive reports from util- 
nctric ities all over the nation. Nowhere else is such complete data available. 
THE SOU 
~e 
Aes 4 eee ee eS i t.8 A 8.3 2b 2 See 2 
20 20 
ts, 1959 Sales 16 16 
oP eee? 1958 Sales 
ested 2 | + a 12 ‘ mai 
e.e 
A) ’ 
. %e 
b dnd ® 
4 4 
APPLIANCES : ‘ 
DRYERS DISHWASHERS 
Air conditioners and clothes dry- 
ers both smoothed out their selling 
curves in 1959, but they did*it in j F M A M J J A S 0 N D J F M A M J J A S 0 N D 
different ways. A heavy year-end 20 | | i] ae ak 4 Fe # =: * 
promotion, aimed at beating the | 
excise tax that took effect Decem- ae | 
ber 1, boosted air conditioners’ No- 16 1 oe ee + 99-11 
vember and December sales to 11% OS Ra a aes 
of the 1959 total. That’s more than ae Sartre: *| peed 
twice their share of any previous | @® har 
year. 12 Be Rae & Sam c WY 24 Ser ort ae ae ug 
Conversely, it was the worst ae oe “é , 
Christmas on record for clothes pe = of] Ba 
dryers. But people bought more g y. i 16 + &£ : ote oe 
during the rest of the year, so the dbf vAl ee =i 
result was a steadier sales pattern, F ee* * 
although there is still a year-end * { 
peak. 4 | 8 ot 4 ae “d pene we 
This same year-end bulge char- o4 7" ; 
acterized disposer and dishwasher HA , oh, yom 
sales. Unlike the trend in dryers, 0 UU Wa iti i Mt Pep dees 
however, the fall push in dishwash- a en ee ate 


ers has been increasing for the past 
three years and may be the start of 
a more seasonal selling pattern. 
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DISPOSERS 


AIR CONDITIONERS 
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BREAD AND BUTTER APPLIANCES 


The bread and butter appliances, so 
named because they are good, year-round 
providers, outdid themselves in consisten- 
cy in 1959. Water heaters, ranges, and TV 
all had their steadiest sales years. 

TV smoothed out its sales curve by 
building up the slower spring and summer 
seasons at the expense of fall and winter. 
November and December sales sunk low- 
er than ever before. As television increas- 
ingly becomes standard home equipment, 
its attractiveness as a gift declines. 

Washing machines also had their slow- 
est Christmas ever, but the drop was hard- 
ly noticeable in a sales curve that looks 
like a straight line. People need clean 


clothes all year long. 

August, September, October and No- 
vember radio sales set records in 1959, 
continuing a long trend toward a strong 
autumn market. Christmas radio business 
sagged only slightly, however. Spring took 
most of the losses. 

Refrigerator sales showed a customary 
summer bulge, but it was a modest one. 
Refrigerators are the fourth most consist- 
ent seller of all appliances (behind water 
heaters, ranges and washing machines) 
in spite of the traditional warm-weather 
push by dealers. Freezer sales showed a 
larger summer peak. Their unusual Christ- 
mas boom of 1958 did not repeat. 
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MIXERS VACUUM CLEANERS 


40) 

Recent changes in the sales pat- 3? 
terns of bed coverings and vacuum > 
cleaners showed up again in 1959, « 
but it is still too early to know if 
they are permanent. 24 24 

As in 1958, cleaners pushed 
strongly into the Christmas gift 16 [ 16 
market (15.34% of sales in Decem- e 
ber). Bed coverings continued to | j 
expand their fall season without 6 4 
losing any lush yuletide business. , 2 
August-October blanket Pole Mey, ied? 9 24 ih vi 4 * 
new highs. Geeeresgage 

Amidst all this change, mixer 0 0 a! 0 
sales remained doggedly consistent. 
As always, mixers sold steadily for BLANKETS 
10 months, then shot up just before 
Christmas. 
JANUARY 23, 1961 
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FACING THE FACTS OF 1960, you find yourself looking in two direc- 
tions at once. It was the fourth best white goods year" 
ever. But it fell short of 1959 totals by 9%. And it 


missed by a mile the puffed-up predictions for this, the 
first of the much-touted ’60s. 


FACTORY SHIPMENTS in all heavy majors but dishwashers tell part 
of the sad tale. Hardest hit were refrigerators, where 
shipments plummeted 310,000 units. But there were 
oddball increases: Dehumidifiers, for instance. 


DOLLAR VOLUME spoke louder than shipments. Lumping white 
goods together, dollars dipped 11%. In only 10 of the 
19 major categories did dollar volume hold its own or 
increase proportionately. And, since costs were—and 
still are—tising, profits had their juice squeezed out. 


INVENTORIES were heavy at year-end, but not quite the 12-deep 
levels they had been. As manufacturers readjusted pro- 
duction schedules, though, the piles gently decreased. 


PRODUCTS in the new 1961 line reflected the caution that manu- 
facturers learned the hard way during 1960. One ex- 
ecutive hit it on the button when he moaned, “‘Let’s not 
call it ‘stripsville.’ Let’s call it ‘faceliftsville.’ ”’ 


PRICES, which took a real beating following the spring breaks, 
were still mushy at year’s end. Manufacturers, repentant 
to a man, promised increases of 3%-5% in 1961. But 
wary dealers watched for a repeat of 1960’s dumps. 


PREDICTIONS for 1961 were sober. Some saw it even with 1960. 
Some saw it from 5%-10% up. Manufacturers were 
playing it close, shortening pipelines, eagle-eyeing pro- 
duction schedules, working at quality control rather 
than spectacular product developments. Dealers, play- 
ing it even closer, held themselves open to buy. Every- 
body swore they wouldn’t let 1960 happen again. 
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The year 1960 left a taste of disappointment 
in the appliance industry’s mouth. To be sure, 
it was the fourth best year in the industry’s 
history. But it came nowhere near its buildup 
by forecasters as a boom year. 

Total industry shipments hit 19.4 million, a 
9% drop from 1959’s 21.36 million. Dollar 
volume reflected the sickness even more. It 
sank to 4.33 billion, down 11% from 1959’s 
$4.89 billion. 


Reasons for the decline were many. Hitting only 
the high points, here’s what happened: 

@ The steel strike in late 1959 scared manufac- 
turers who depend so heavily on that basic ma- 
terial. Some shortages did develop. But even 
more important was the fear of shortages. 

@ Because manufacturers were afraid they’d 
be caught with nothing in the pipes if the strike 
dragged on, they pushed the lever all the way 
forward, produced as fast and as much as they 
could. Of course, they felt they could take the 
chance of stepped-up production because econ- 
omists, almost to a man, predicted 1960 would 
be a boom year, with consumers buying fast 
and furiously. 

@ When the strike ran itself out, the malady— 
unemployment, consumer caution, steel short- 
ages, continued overproduction—lingered on. 

e@ Although retail sales fell off, manufacturers 
refused to take their hands off the levers. Fore- 
casters had told them 1960 would soar, and they 
didn’t want to miss out on the gravy. As one 
-executive put it: “It’s the human factor in- 
volved. You leave your hand there, hoping that 
tomorrow everything will be all right. But to- 
morrow, it’s the same. Only it’s too late.” 

e@ In a frantic try to get sales moving so they 
could clear out 1960 merchandise, manufac- 
turers began a series of price cuts. And as the 
big boys chopped, so chopped the smaller fry— 


ELECTRICAL MERCHANDISING WEEK 





only they had to chop a little deeper. 

e Prices never did firm up after that. And 
consumers never did start buying. Topping the 
gloomy picture off, manufacturing costs rose. 


Results of 1960’s shaky appliance market are 
still being felt—and will continue to be felt for 
a long time. 


Manufacturers are wary about forecasting 1961 
sales. One thing they’ll admit: They’re playing 
1961 close to the vest, and they won’t make 
1960’s mistakes this year. 


Inventories were high, moving into 1961. 
Though manufacturers were hesitant to admit 
it, they had a fair amount on hand—not the 
12-high stacks they had in August, but a fair 
amount. And dealers, cautious about being 
caught, were holding themselves in open-to-buy 
positions. 


Some dealers were having trouble getting early 
orders for 1961 goods filled. They blamed 
shortages on manufacturers’ cutting produc- 
tion back too drastically, once they had finally 
decided to make the move. But this problem 
was expected to work itself out early in 1961. 


Manufacturers and dealers alike were preach- 
ing the necessity of holding—and even raising 
—prices. Both resolved to get their story of 
more quality per dollar now than ever before 
across to the buying public. 


This year’s product lines were face lifts, for 
the most part, manufacturers admitted. But 
they argued that while there have been few 
startling new developments in white goods, 
there has been a great deal of basic improve- 
ment—improvement that gives the customer 
more quality. Lines tended to be shorter, with 
more color and finish choices per model. At the 
same time that manufacturers reduced the 
number of models in their lines, though, they 
showed a tendency to cater to special markets, 
notably apartment owners in large cities. 


Keeping these general conclusions in mind, 
here’s a rundown of the specifics of the 1960 
white goods market, product by product. 


REFRIGERATION 


The old standby, refrigerators, after an 
especially good showing in 1959, took it on the 
nose in 1960, with a 310,000 unit drop in ship- 
ments. Total shipments for 1960 hit 3.5 million, 
8.2% under 1959’s 3.8 million. Harder to take, 
though, was the decline in retail value of those 
shipments. Value in 1960 hit $1.13 billion, 11% 
down from 1959’s $1.27 billion. 


What about the unit price drop? Statisticians 
would throw up their hands in horror, but try 
a little arithmetic on your own. Dividing dollar 
volume by shipments you get an average unit 
price of $325. Compare it with 1959’s average 
of $336, and you can see 1960’s price trend. 


Were there any product changes in 1960 bexes? 
Not many. The changes were more in the anat- 
omy of the lines, not individual features. 

Most important was the extension of up-to- 
now deluxe features down into the lines. Frost- 
free, for instance, now comes in at about $389, 
going rate. Automatic icemakers reach down 
two or three models now, where before they 
were in only the super deluxe box. 


Where was the action in the 1960 lines? Manu- 
facturers were pretty much agreed that the 
hot box was the 12- or 13-cubic foot top- 
mounted freezer unit. But they argued on 
whether that box had automatic defrost or not. 
One thing for sure, though: Next year’s hot 
model will be the same size, with either auto- 
matic defrost or the frostless feature. 

Styling is square and trim. Colors and wood- 
tone finishes abound. But the much-touted in- 
sulations probably won’t show up in 1961. Costs 
are down, but foam is still plenty expensive. 
Right now, it’s about 25% more than standard 
insulation. 

One interesting development that’ll be one 
to watch in 1961: Hotpoint broke with a three- 
model series of “compact,” 28-inchers for the 
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apartment market. And Amana became the 
first of the big manufacturers to include a 
small (4-cubic-foot) box in its regular line. 

What about far-out new features? They’re far 
off as well as far out. Thermoelectric boxes 
look good on the drawing boards, but the cost 
of making them is up in the thousands, with no 
easy way of bringing it down in sight. 


What about freezers? They fared worse than 
refrigerators. Shipments in 1960 totalled 1.05 
million, down 13% from 1959’s 1.2 million. 
Dollar volume in 1960 hit $308 million, down 
22% from 1959. Average price per unit was 
$295, compared with 1959’s $329. 

Design advances in freezers paralleled those 
in refrigerators. 


HOME LAUNDRY 


Across the board, laundry products declined 
in 1960. Even gas dryers, which looked as if 
they might hold their own at mid-year, ended 
up lower than in 1959. 

While prices in laundry never took the dra- 
matic dive that refrigerator prices did, they 
were mushy all year. Always a harbinger of 
distress, Washington key account ads were 
shouting. about $99 dryers early in the spring. 
By the end of the summer they had added the 
word “new.” 


Product by product, here’s what the laundry 


market in 1960 looked like: 


Automatic and semi-automatic washers dropped 
from 3 million units in 1959 to 2.6 million in 
1960, a 12% decline. Dollar volume sank from 
$831.6 million in 1959 to $701 million. Average 
price per unit in 1960 was $268 compared with 
$280 in 1959. 

Though laundry lines last year produced no 
overwhelmingly new features, you could find 
dispensers on even the stripped two-cycle, two- 
speed models handling additives from deter- 
gents to rinse conditioners and ejecting them 
at timed intervals into wash and rinse waters. 

A further new development: 1959’s prepon- 
derance of cycles was further complicated by 
new combinations of time, speed and temper- 
ature designed to handle the ever-coming new 
fabrics. For instance, not only can you have a 
cold-water override on certain rinses, but you 
can blast in on some models with a two-speed 
agitation on either the pre-soak cycle or the 
final rinse. 

The trend to more complicated backsplashes 
is a confusing one. Some manufacturers give 
the user an infinite number of buttons, plus 
dials, which let her program for herself. Others 
insist that self-programming confuses the little 
woman, and they give her only a few master 
buttons. Time will tell who has best read Mrs. 
Kowalski’s mind. 


Looking to the future in automatic washing, 
there were vague hints of sonic washing and 
washing with chemicals. Also, probably not so 
far off as either of those suggestions, is the 
possibility of a combination washer-dry cleaner. 
They’ve all but done it at the coin-op level. Can 
the home be far behind? 





Most intriguing, though, of all the way-out 
suggestions manufacturers were talking about, 
was the hint of‘a body-clothes wash-dry clean 
operation that would work much the same as 
a car wash. The whole thing would operate on 
reverse sonics. All you would do would be to 
walk through a doorway-like frame. How soon? 
Nobody knew enough about it to guess. 


Wringer and spinner washers took a real beat- 
ing last year, with shipments dropping from 
1959’s 940,000 to 765,000. Dollar volume de- 
clined 22%, from $154 million to $120 million. 
But while wringers and spinners, over the past 
10 years, have taken a steadily decreasing share 
of the market, they still—and will for a long 
time—account for a sizable chunk of it. 
Styling changes in the last year were few. 
Most notable was the extension of dispensers 
and dispenser-filters down from the automatic 
line well into the wringer and spinner line. 


Dryers were dreary as far as sales went. But 
they furnished the most exciting news on the 
white goods product scene. 

Shipments for the year, as compared with 
1959, ran like this: Gas, 444,000, down 8.6% 
from 486,000; electric, 814,000, down 12% from 
923,000. Dollar volume: Gas, $104 million, down 
12% from $118.6 million; electric, $165 million, 
down 17% from $198 million. 

Belying this sad trend, though, was a fresh 
product change: Electronic drying. Maytag was 
first into the ring with its electronic sensing 
elements, actually feelers within the drum that 
pass a slight electric current while the clothes 
still contain moisture. 

The minute Maytag made its break, the other 
makers hurried to protest they had had auto- 
matic drying all along. Their systems controlled 
the length of the drying cycle by measuring 
the temperature drop across the drum. 

Though the argument over which is best 
hasn’t yet been resolved, there are sure to be 
drop-ins with improvements along the lines of 
both systems. 


Combos and ironers, both still seeking the break 
that will take the “pioneering” curse off them,, 
suffered setbacks in 1960 along with the rest- 
of the white goods market. Combo shipments 
declined to 163,000, dollar volume, to $75 mil- 
lion. Ironers dropped to 35,000 units, while dol- 
lar volume slipped to $7.5 million. ; 


KITCHEN APPLIANCES 


Taking all products as a whole, kitchen ap- 
pliances come out winners in 1960 sales. 


Dishwashers win kudos for being the one heavy 
major appliance to show a sales gain in 1960. 
Shipments hit 555,000, a 1.5% gain over 1959. 
Dollar volume was $141.5 million, up 1.4% from 
the year before. 

Of course, one good explanation for dish- 
washers’ good showing lies in the saturation 
figure. Heading into 1960, dishwashers were 
6.3% saturated. Now, that figure stands at 
7.1%, an indication that there’s still plenty of 
room for growth, and that dish‘vashers will be a 
product to watch for many years to come. 

Built-ins took the lion’s share of the market, 
about 65%. But manufacturers agreed that the 
portable soon would even the score, especially 
now that the convertible or free-standing unit 
has been refined. 

Product development in 1960 ran along the 
lines of keeping the machines quieter, varying 
loading patterns and increasing capacities in 
low-end models. Manufacturers continued to 
work to get a filter that would prevent rede- 
posit of food. Their ultimate goal: Scrapeless 
loads. One thing to watch for: An increase in 
the number of cycles offered. And, as far as 
‘ong-run product developments go, one manu- 
jacturer was putting his money on the chemists. 
In 10 years, he said, all dishes would be washed 
with chemicals. 


Disposer shipments dipped slightly, hitting 760,- 
000, compared with 788,600. Dollar volume was 
$61 million, compared with $63 million. These 
records, impressive in a slow year, are all the 
more so when you figure housing starts were 
off 15%, and they’re closely linked with disposer 
sales. Continued on page 58 
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STEREO: A strong first half enabled the industry to weather a RADIO: Production went up 5%, retail sales moved ahead 3% 
slow fourth quarter and still come out 12% ahead as the industry responded to pressure from imported 
for the year. merchandise and a surprising demand for FM sets. 


TELEVISION: Production and price took a beating and even though JAPANESE COMPETITION: Sales here probably passed the 3 million 


retail sales held even with 1959, retailers complained mark but prices took a beating during 1960 and will 
about what happened to profits in the process. remain soft all through 1961. 


Here’s The Most Comprehensive Picture of the Home Audio-Video Market 














RETAIL SALES 1959 RETAIL SALES 1960 & PRODUCTION (THOUSANDS) 
Units 59 vs. 58 Retail 59 vs. 58 Units 60 vs. 59 Retail 60 vs. 59 1959 % 1960 % 
(Thousands) % Change (Thousands) % Change (Thousands) % Change (Thousands) % Change Units 59 vs. 58 Units 60 vs. 59 
TELEVISION 5,749 +12 $1,219,780 +17 5,900 +3 $1,298,053 + 8 6,350 +29 5,650 —11 
Port.-Table 3,361 588,175 3,425 616,328 F 3,613 3,350 
Console 2,225 560,700 2,300 602,600 B 2,967 2,100 
3 Way Combos 163 70,905 175 79,125 ‘ 170 200 
RADIOS 8,897 +11 $ 283,312 +1 9,200 + 3 $ 269,350 —5§ 10,067 +26 10,600 +5 
Table 2,729 61,402 2,900 66,700 e 3,145 3,300 
Clock 2,481 74,430 2,550 71,400 © 2794 2,500 
Portable 3,687 147,480 3,750 131,250 4128 4,800 
STEREO* 4,307 + 5 $ 543,000 — 8 4,835 +12 $ 648,000 +21 4,304°* + 5 4,900 +14 
Portable 2,700 2,960 § 2,683t 3,000 
Console 815 975 § 6792 1,000 
Port Combos 222 240 5 6234 250 
Console Combos 570 660 § 595 650 
HI-FI COMPONENTS® : $ 112,000 + 8 $ 90,000 —2 : **Breakdown by EM Week based on EIA Reports 
: @ tExcludes attachments: 1959—86,000; 1960—130,000. 
5 * A sneha monophonic, mostiy portable. below 
TAPE RECORDERS | 400 0 $ 56,000 ~20 425 +6 $ 64,000 +: 8 0 teenies een Mi in 
é a bine hn ee ee 
RECORDS $ 462,000 +18 fF $ 520,000° +13 ff“ iition units with 3 or more, wonsistors In both 
: D Billboord Estimates—Mfr. sales extended to retail. 
TOTAL 18,353 +10 $2,676,092 +10 20,360 +5 $2,889,403 +8 &§ SOURCES: EIA; EM WEEK. 
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Retail sales of consumer electronics climbed 
to $2.89 billion in 1960, up 8% over ’59. 

By product, TV was up slightly, radio up 3%, 
stereo 12% and records 13%. But much of this 
was accomplished early in the year. TV had 
been heading down since early summer and 
dumps of high-end stereo appeared imminent. 

For 1961, the consensus pegged TV and radio 
at about 1960 levels with stereo down from 4.8 
to 4.3 million. EIA, however, saw a 6% increase 
in consumer electronics; most factory men 
would be delighted to equal 1960. 


TV: VICTIM OF A SQUEEZE PLAY 


Television was caught in a pincers in 1960. 
The economic squeeze on one side forced a pro- 
duction and price squeeze on the other. Execu- 
tives who were seeing production at an ambi- 
tious 6.5 to 6.8 million units in January, 1960, 
outlooks, cut their estimates sharply in Sep- 
tember to 6.0 calling it an “adjustment,” then 
to 5.7 million in November. In October, fac- 
tories were turning out 60,000 units less per 
week than in 1959; 30,000 less a week in No- 
vember. Half a dozen shut down completely for 
the Christmas holidays. Production finally 
limped in at 5,650,000, 11% under 1959. 

At retail, sales totaled 5.9 million—within 
a few carloads of 1959’s 5.75 million, but re- 
tailers were quick to add that the profit bath 
had been bloody. Tin can 17-inchers were going 
on the Coast for as little as $88; sleek, slim, 
new 17-inchers for as low as $124; Sears was 
running Delmonico 19-inchers from Japan at 
$128; new 19-inch portables were heavily ad- 
vertised at Christmas for as low as $147; 23- 
inch consoles were going out at under $200 
to the holiday buyer. 


Why did it happen? A TV industry which last 
year saw signs of stability and sensibility got 
caught between its own ambition and Mrs. 
Kowalski’s reluctance to buy. Whether she 
feared recession, or war, or the election, she did 
not buy the liquidation 17- and 21-inch mer- 
chandise factories pushed onto the retail floors 
during the first half of 1960. The story of the 
year was written in the first week of August 
when output was cut back for the first time, 
never got back closer than 12% behind 1959 
weeks and dipped as far off as 33%. 


It wasn’t the fault of the product. The 1960 
lines were the best styled the industry had yet 
produced and their guts rivaled the old days 
of the 630 chassis. The square look launched 
in the summer of 1959 by Sylvania and Ad- 
miral caught on with 23-inch drop-ins by the 
rest of the industry in January, boomed with 
the introduction of 19-inch square portables 
and table models in the spring, and flowered 
with full range of 23s in June consoles. 

Product upgrade, begun two years before, 
continued with fine furniture brought down to 
the $259 console, with $40 remote control in 
$200 portables. Everybody jumped into the 
Magnavox-Olympic ballpark and made $500 
three-way combinations. Admiral went them 
one better with a 19-inch stereo theater at 
$299. Motorola brought in the real wood Har- 
binger series of 19-inch “junior consoles” with 
a $279 profit effort. G-E offered two flanking 
speakers on 19-inch table models at $209. Ze- 
nith expanded its Decorator high end. RCA 
wed Henredon cabinetry at $850; Sylvania had 
Heywood Wakefield at $495. Emerson promised 
to keep the high-end quality flame under Du- 
Mont. Westinghouse stayed with fine furniture 
and opened up new horizons with its gallery 
by Fansher. Philco staggered its introductions 
to keep the confusion out of the mix. 


Some of these efforts never saw the retail floor. 
Dealer open-to-buy was spent on transition li- 
quidation of the 17- and 21-inch goods which 
had not yet moved when shipments of new 
goods came off the lines. It was too late. It was 
the wrong year. 


Would 1961 be better? Not many were saying 
a loud yes. By mid-December only two major 
companies had put their predictions on the 
mimeograph machines. 

If two made a trend, 1961 sales might hit 
6.0 million, or might “be lucky” to hit the 5.7 
million area of 1960. 
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Opening inventories were said to be in su- 
perb shape but console-heavy—at about 1.9 
million versus 2.16 million at the start of 1960 
—after five months of production braking. 

But it all depended on the economy. No one 
expected the first half of 1961 to be good. 
Whatever action there was had to come in the 
second half—when TV does 60% of its busi- 
ness—but had to be more than good enough to 
pull up what could be “a very slow start.” 


Product plans for 1961 are quiet too. Most see a 
further demise of the 17 and the 21; more in- 
novation in the 19; a push to make the remote 
control set cheaper. 

Transistor portables will stay in the labs an- 
other year. The battery is still not right. 

Color won’t boom either. Two industry 
spokesmen, Motorola’s Taylor and Emerson- 
DuMont’s Shaw, still insist for print that RCA 
has not yet sold 100,000 units in a year. 

There is no rush to Magnavox’s 27-inch 
bandwagon, but there will be a rush to follow 
Frank Friemann’s inclusion of FM radio in the 
TV, and one quality.competitor now using dis- 
tributors will go direct to cherry-picked, pro- 
tected dealers, as Magnavox does. 

Japan is not seen as a great competitor in TV 
despite the $98 dealer cost—in 5,000 lots—for 
19-inch merchandise offered at year end by 
New York suppliers. 

Expect cool chassis to continue. Look for 
first use of G-E’s compactron small receiving 
tube; more use of RCA’s metal thimble Nuvis- 
tor miniature tube. 

Different approaches to bonded shielding will 
compete with Corning. You’ll hear more about 
dry mounted face plates, plastic (Mylar by 
DuPont) and new contours. 

In cabinetry, look for more mixing of wood 
and metal, more use of plastic skin on plastic. 

In short, look for facelifting, not revolu- 
tionary development in a soft 1961. 


STEREO: A GOOD YEAR DESPITE A SLOW FALL 


Phonos ‘surprised everybody, selling at an 
unexpected boom rate during the first half of 
1960. By June factory sales were 20% ahead 
of 1959 and retail was almost 22% ahead. 

The phono story continued bright through 
the third quarter, though increases were less 
impressive than they’d been earlier. In the 
critical fourth quarter, when nearly half the 
entire year’s business was done in 1959, the 
slowdown caught phonos too. The year, ex- 
pected to be higher, finished out at 4.8 million 
unit sales at retail—an increase of 10%. 

Meanwhile, the factories had indulged in 
some fantastic trade-up production. At the 
three-quarter mark, stereo portables in the 
$70-to-$100 bracket were coming off the lines 
at double the previous year’s rate. High-end 
portables, to $150, were up 30%. 

Radio-phono combinations, including a sur- 
prising run of portables, were up 27% and 
heading for the million-unit mark. Console 
combos at $300 to $500 were up over 60%; 
the over-$500 high end was up nearly 50%. 

A disturbing price trend was emerging on 


consoles, however. Phono-only consoles were 
up 64%, but under-$300 goods were moving at 
double the previous year’s rate and combos 
in the under-$300 category were nearly 70% 
ahead of 1959. Conclusion: The biggest console 
volume was being done at price levels sharply 
down from last year. 

In a December spot check, 43 dealers across 
the land told EM Week that phono-only con- 
soles were moving at retail as they were at 
factory. Sixteen said the under-$250 models 
were their best; 20 said the $250-to-$299 were 
best; only seven voted for over-$300 mer- 
chandise. 

In the combo area of the mix, 17 dealers 
said below-$400 models produced the main 
action; 10 said $400-to-$500 was the best price 
bracket; nine voted for the over-$500 high end. 

Dealers in New York, Los Angeles, Chicago 
were moaning that “nothing over $300” and 
“nothing over $400” was moving. In Washing- 
ton, D. C., the finest furniture—$800 with re- 
verb, 60-inch cabinets, 100-watt output, with 
AM-FM—was advertised at $550. 


Reverbaphonic sound—called by some dealers 
“this year’s confusion feature’—was having 
a rough time (EM Week Jan. 9, p. 1). 


Consumers taught the industry some lessons 
during 1960. People proved they wanted new 
phonos whether they knew what stereo was or 
not. They wanted good furniture, would accept 
satellite speakers to get the maximum stereo 
effect, but wanted one-piece, self-contained 
units—not the original two- and three-piece 
versions of stereo. They did want AM-FM 
tuners—a third of 1.6 million consoles were sold 
with the radio add-on. They did not want 60- 
inch goods, did not care much about astronom- 
ical wattages, were happy that the two- ver- 
sus three-channel obligato was gone from the 
sales pitch. They liked $300 goods, but would 
not be stepped much farther than $400. 

People proved they liked portables too—over 
60% of 5 million phono sales were portables— 
and would pay up to $99 to $129 for them. 
Some 250,000 went higher: to $150 portables 
with tuners. 


What customers liked, the phono industry will 
deliver in its 1962 lines at the Music Show in 
July. But before that, there’s liquidation of 
trial-and-error goods to unload. Dumps which 
began as far back as November—high-end 
goods mainly—will intensify and continue 
through April. 

The first quarter, incidentally, is the second 
best quarter for retail selling. In 1960, retailers 
moved a million units—23% of the year’s total 
—during January, February and March. 


Stabilization may finally come to the stereo 
industry in 1961. Many executives are hopeful 
that the air by June will be clear of confusion 
and of distress goods. Many factories will re- 
duce their high-end efforts and will concentrate 
on packing the $300 bracket with stronger com- 
municable features instead of engineering ana- 
grams. 

Lines will be shorter and surer. Stress will 
be on sound and furniture. Options like satel- 
lite speakers and tuners will continue. 

Few sources see the long waited Minnesota 
Mining cartridge tape entering the market im- 
portantly this year. Few expect the new 7-inch, 
33-1/3 rpm record of Columbia, RCA and others 
to bring the “one-speed changer.” 

It could be that the only confusion element 
you'll have to worry about this year is “multi- 
plexing” (see the radio section of this report). 
And actually it might turn out rather simple: 
“Now the radio plays stereo too, lady.” 


RADIO: BEST RETAIL YEAR SINCE 1948 


Radio was more dynamic than it has been in 
years. Responding to pressure from Japan and 
to the wolf whistle of FM, the factories pro- 
duced 10.6 million units for a 5.3% increase 
over 1959. Retail cruised at 20% up for 10 
solid months, dipped 7% in November, and 
finished 1960 at 9.2 million unit sales, its big- 
gest year since 1948. 


Competition for transistor portable business 
Continued on page 66 
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HLECTRIC 
HOUSEWARES 


SALES HELD EVEN in the electric housewares industry, with some 
products registering gains. 


PRICE WAS PARAMOUNT in 1960. This continuing emphasis on the 
price tag was the outstanding trend in the industry. 


IT WAS A YEAR OF DEALS and this trend is apparently to be carried 
over into 1961. 


BEST-SELLERS were can openers, spray-steam-dry irons and hair 
dryers with coffeemakers, frypans, humidifiers, heaters, 
blankets, clocks and shavers also doing well. 


HOT NEW PRODUCTS for the year ahead may be air purifiers, floor 


washer-scrubbers and table-ovens. 


BUYERS ARE BARGAINING harder and harder with their suppliers for 
better prices and deals. 


DISTRIBUTOR CHANGES which bear watching include direct-to-deal- 
er selling and an increase in private label activity by 
some stores. 


TOMORROW'S PRODUCTS will include battery-driven products, but 


they are still some distance away. 


FOREIGN COMPETITION isn’t here yet bui shrewd manufacturers are 


making plans to meet it when it does arrive. 








In spite of the general recession in 1960, 
electric housewares sales held relatively firm. 

If there was any downward trend in the in- 
dustry in 1960, it was strictly at the manufac- 
turing level. Reasons for this include the over- 
productivity of many large makers who have 
grown from 10 to 30 times greater in postwar 
years, and the relatively shrinking market as 
saturation increases. Another reason was that 
consumers failed to buy at the pace expected 
during the 1959 Christmas season. This resulted 
in inventory build-ups in some categories, and 
decreased manufacturers’ sales during the first 
six months of the year. 


LOW PRICES PRODUCE A PROFIT SQUEEZE 


The buyer for large discount stores and de- 
partment stores has become a _ well-informed 
individual today. He knows the profit cushion 
built into “suggested retail,” and he bargains 
with his source of supply accordingly. Each 
time he goes to market, he seems to get tough- 
er; until in 1960 even the manufacturer felt 
the pinch. 

In this process the buyer has passed on to 
the consumer a whole new set of retail prices, 
downgrading every category, even in leading 
brands: $29.95 coffeemakers for $18.88; $19.95 
steam-dry irons for $10.88; $14.95 toasters for 
$7.88; $34.95 blenders for $18.88; $21 toasters 
for $11.87; $36 razors for $20.79. 

Deals of all kinds also cut at prices in 1960 
and they are still paramount in the industry, 
as was evidenced at last week’s Housewares 
Show where baker’s dozens and special offers 
were rampant. 

To combat this trend, some manufacturers 
(Landers, Frary & Clark, Casco, Son-Chief to 
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mention a few) are experimenting with a di- 
rect-to-dealer move to bolster sagging profit 
margins. Department stores have tried private 
labels to achieve a more favorable position. 


Where will it end? That’s anybody’s guess. 
1960 saw a trend within the industry for small- 
er electric housewares firms to merge with 
larger companies, as evidenced by such con- 
cerns as Oster and Sunbeam, Silex and Proctor, 
Dormeyer and Webcor, Casco and Standard 
Kollsman, joining forces. It is conceivable that 
this trend to merge will continue. Otherwise 
manutacturers will be forced to switch empha- 
sis from intelligent merchandising, good pack- 
aging, sound advertising and sales promotion to 
simply putting out goods at the lowest cost 
and selling on price alone. 


DISTRIBUTION CONTINUES TO CHANGE 


While some dealers have walked away from 
electric housewares in the past several years, 
there has been a quickening of interest among 
other retailers. Department stores, especially 
where they can get private and secondary 
brands, are pushing merchandise “free” from 
sharp price cuts. Buying groups, such as the 
stamp plans and premium groups, also have 
taken up some of the slack. 

Variety stores and supermarkets will bear 
watching. To date they are not relying on low 
prices. But a note of warning was sounded re- 
cently by F. W. Woolworth’s President Kirk- 
wood, (EM Week, Nov. 14, page 7) who said: 
“While ours is not a cut-rate business, we de- 
cided we would no longer permit ourselves to 
be undersold on any identical item by any form 
ot competition operating within shopping dis- 
tance of our stores.” 

Except in a few special areas, supermarkets 


still are in the experimental stage of testing. 
According to the “Chain Store Age Grocer’s 
Manual For 1960,” electric housewares account- 
ed for 5% to 6% of the 1959 housewares volume 
done by food chains. However, in this report, 
small electric accessories such as cord sets, bat- 
teries, flashlights, heater cords etc. are included. 

Credit jewelers and regular jewelry dealers 
have accounted for only a small part of the 
electric housewares “pie” in the last couple 
of years, and only a few retail credit jewelers 
still sell at full list. 


What about distributors? The large body of 
electric wholesalers: remained virtually intact 
during 1960. This would seem to indicate that 
distributors are not losing money. Or, if they 
are, they must expect the tide to turn so they 
will be able to make money in the near future. 


WHAT WILL BE “HOT” IN 1961? 


Hottest products in terms of volume were 
steam irons, coffeemakers and toasters. Among 
the newer products, can openers and spray- 
steam irons were voted best performers. 

Hair dryers got favorable mentions; so did 
blankets, shavers, clocks and heaters. Distrib- 
utors again were crying for an item guaranteed 
to “catch lightning” as did the frypan. They 
are eying air purifiers, floor conditioning ma- 
chines, table ovens and knife sharpeners. 


Manufacturers want more product creativity, 
rather than merely copying products developed 
by other makers and marketing them at lower 
prices. The year 1960 saw the advent of some 
new devices, and it is predicted there’ll be 
more in 1961. The industry is warned, how- 
ever, that the “new product” must not be used 
as a crutch for a short period of exploitation. 


PRODUCT BY PRODUCT: CAN OPENERS 


The can opener topped the million-unit level 
in its third year on the market. It has only 
begun to enjoy consumer acceptance, and should 
build to a yearly volume comparable to such 
staples as coffeemakers, toasters and irons. 

Gifts accounted for 75% to 80% of the mar-. 
ket so far, but as the consumer becomes ac- 
quainted with its daily use-value, more and 
more warranty cards show direct purchases. 

Low-priced promotional units introduced by 
some new manufacturers in the field proved to 
be an upsetting factor, causing price declines. 
But it is hoped that a victim of a poorly built 
can opener will end up buying a well-designed 
and well-made unit. 


BLANKETS CONTINUE UPWARD 


It was another good year for electric blankets. 
Starting off satisfactorily, there was every in- 
dication that 1960 would top 1959 by a good 
margin. It wasn’t until mid-September that a 
slow-up in orders was noticed. This is the time 
of year when business usually surges to its peak 
continuing into Christmas. But the unseasorably 
warm fall, added to the uncertainty of business 
generally, produced a softening in this industry. 

Leaders in the field held their own, and the 
industry topped 1959 by over 200,000 units. 

One encouraging trend is the increased in- 
terest in really top quality, expensive blankets. 
One company reports sales on high-priced, 
double-bed, single-control units, are more than 
double the original estimates. Catalog distribu- 
tors are particularly surprised with the number 
of high-priced models they are moving. 

To combat downgrading of prices in some 
markets some manufacturers tried to reduce 
costs in every way possible, using cheaper 

Continued on page 60 


Three Year Sales Summary —- ELECTRIC HOUSEWARES 





BED COVERINGS 

BLENDERS 

CAN OPENERS* 

CLOCKS 

COFFEEMAKERS 
COOKER-FRYERS 

CORN POPPERS 

FRYPAN SKILLET 
GRIDDLES, autcmatic 
HEATERS, ELECTRIC, total 
Fan forced & fan-htr. comb. 
non fan forced, Tac. glass 
wall & baseboard, inc. glass 
HEATING PADS 

HOTPLATES 

IRONS, total 

Automatic 

Steam 

MIXERS, FOOD, total 
Standard 

Portable 

SHARPENERS, KNIFE** 
SHAVERS 

TOASTERS, AUTOMATIC 
WAFFLE IRONS, SAND. GRILLS 
TOTAL, SMALL APPLIANCES 
FANS: 

Desk & bracket 

Hassock & floor 

Window vent. inc. box types 
Portable roll abouts 

Kitchen exhaust & range hood types! 
TOTAL HOUSEWARES & FANS 
VACUUM CLEANERS 

FLOOR POLISHERS 


GRAND TOTAL 


*inc. comb. can openers-knife sharpeners 
**Single & multi 
tExcluding non-vent types 




















1960 1959 1958 

number retail number retail number retail 

sold value sold value sold value 
3,540,000 $ 81,243,000 3,300,000 $ 75,735,000 60,379,000 $ 60,379,000 
435,000 15,638,000 440,000 15,818,000 430,000 15,888,500 
1,320,000 30,294,000 940,000 22,560,000 300,000 7,947,000 
8,300,000 58,100,000 8,100,000 57,000,000 7,450,000 52,522,500 
4,875,000 97,256,000 4,750,000 94,762,000 4,250,000 80,535,000 
290,000 4,915,500 345,000 5,848,000 440,000 7,018,000 
730,000 3,905,500 685,000 3,665,000 595,000 3,421,000 
2,590,000 46,490,000 3,240,000 60,850,000 3,550,000 67,272,000 
275,000 5,900,000 g 295,000 GrnG Bk oe ink Be eae 
1,990,000 65,280,000 2,100,000 62,370,000 1,875,000 53,840,000 
945,000 21,262,000 1,145,000 25,312,000 1,025,000 22,500,000 
285,000 6,056,000 240,000 4.525.000 270,000 6,400,000 
760,008 37,962,000 115,000 32,533,000 580,000 24,940,000 
2,575,000 15,321,000 2,560,000 15,232,000 1,995,000 12,468,000 
550,000 4,922,500 625,000 6,219,000 735,000 7,313,000 
6,695,000 98,559,000 6,747,000 103,031,000 5,662,000 86,708,000 
1,600,000 15,920,000 1,615,000 16,069,000 1,347,000 13,403,000 
1 630,000 18,478,000 4,712,000 83,167,000 3,900,000 10,005,000 
465,000 4,161,000 420,000 3,795,000 415,000 3,300,000 
3,270,000 73,418,000 3,060,000 73,900,000 2,714,000 67,776,000 
840,000 29,800,000 910,000 34,125,000 819,000 32,719,000 
2,430,000 43,618,000 2,150,000 39,775,000 1,895,000 35,057,000 
565,000 8,192,500 545,000 7,902,000 355,000 5,591,000 
5,950,000 100,852,500 i 6,150,000 110,393,000 6,400,000 124,800,000 
3,345,000 60,043,000 3,550,000 67,272,000 3,100,000 58,745,000 
740,000 14,023,000 780,000 15,561,000 775,000 15,460,000 
48,035,000 783,954,000 48,212,000 804,593,000 43,046,000 727,684,500 
4,587,000 160,409,000 4,380,000 146,380,000 4,584,000 156,243,000 
1,200,000 22,740,088 1,325,000 26,434,000 1,588,000 25,378,000 
95,000 3,795,000 130,000 5,193,000 118,000 5,841,000 
33] 56,822,000 1,150,000 15,942,000 1,413,000 59,139,000 
325,000 12,984,000 210,000 9,440,000 365,000 17,885,000 
1,630,000 64,068,000 1,565,000 59,371,000 1,100,000 44,000,000 
52,622,000 944,363,000 52,592,000 950,973,000 47,630,000 883,927,500 
3,350,000 314,900,000 3,421,008 315,177,000 3,295,000 291,937,000 
1,040,080 11,340,000 950,000 37,952,000 725,000 35,525,000 
57,012,000 $1,300,603,000 56,963,000 $1,304,102,000 51,650,000 $1,211,389,500 
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IT WASN'T BAD, according to 213 power companies, which par- 
ticipated this year in our annual utility study, an ex- 
clusive Electrical Merchandising Week survey now in 
its 17th year. The utility men report that dealers in 
their area showed sales gains on six products, losses on 
five, and held even on three more. The Pacific area 
made the best showing with the Mountain and South 
Atlantic states following. 


Appliance sales in 1960, according to 213 re- 
porting utilities, representing 84.9% of Amer- 
ica’s wired homes, about kept pace with the 
1959 totals they reported last year. 

The national summary table, on the opposite 
page, illustrates the unit sales per 1,000 cus- 
tomers by utilities. On succeeding pages are the 
actual sales of major appliances and TV within 
the company area and state regions. 

The survey also shows the number of cus- 
tomers served by each utility in 1960 and 1959; 
the average kilowatt-hour consumption and the 
merchandising plans of each utility for the 
coming year. 

During 1960, six appliances (ranges, dehumi- 
difiers, evaporative coolers, washer-dryer com- 
binations, food waste disposers and television) 
showed gains in unit sales over last year. Re- 
frigerators, freezers and dryers maintained the 
1959 average, while water heaters, dishwashers 
and air conditioners dropped minimally from 
the national average as recorded in 1959. Only 
washers and vacuum cleaners made noticeable 
drops in the yearly picture, falling off 9.5% 
and 10.4%, respectively. 

Regionally, the Pacific area scored the best 
of the nine regions surveyed. The Mountain 
and South Atlantic states were next, while 
New England placed last. A year ago, the top 
three were the East South Central, Middle At- 
lantic and Mountain states. It should be noted 





that the Pacific region, last in 1959, hit the 
top this year. 


Refrigerators. This year 167 companies report- 
ed 2,584,250 unit sales in their areas for a na- 
tional average of 69 sales per 1,000 customers. 
In 1959, some 2,548,369 sales were reported by 
171 utilities, giving 1960 a 1.4% increase over 
last year. 

The South Atlantic states led the nation in 
sales per 1,000, after having been second in 
1959. With an average of 83 sales for every 
1,000, the South Atlantic was a healthy 20.3% 
above the national average of 69. The Pacific 
and West South Central states at 79 and 78, 
respectively, followed. 


Electric Ranges. With over 36 million customers 
surveyed (representing 179 companies) the 
electric range story for 1960 was an encourag- 
ing one. The national average of 32 unit sales 
per 1,000 customers was higher than 1959, and 
the actual unit sales of the studied areas totaled 
1,171,527 units. Projected nationally, electric 
ranges, both built-in and standard, should sell 
1,654,000 units this year. 

Geographically, the Mountain states were 
well ahead of the nation in the sales per 1,000 
customers The eight-state area, covering Ari- 
zona to Montana, posted a 56 per 1,000 average. 
Only three other areas, however, were able to 
go above the national average. The West North 
Central maintained the average while the 
Middle Atlantic, with a 1,000 customer read- 
ing of 22 sales, was last. The No. 1 area, based 
on unit sales alone, was the Pacific states which 
recorded 219,484 sales among 5,568,761 homes. 


Water Heaters. A total of 173 companies re- 
ported 505,617 unit sales within their areas. 
This figure gave water heaters a national aver- 
age of 15 (last year’s average was 16) which, 
when projected nationally, puts the total sales 
figure at 775,350 units. It appears that this ap- 
pliance has established a sales pattern since in 





























HOW REGIONS Jy | {[8/ [8/e/3/ fe/ /[F/- 
I / /S& F/S/& X/ /3/§ 
RANKED Si, f8/_/—_/8/S/—_/8/ {F/8/a/s 
S fo / O/ S/F / 3/3 / 8/8 / oe (2/2) S/S 
SIS /& (E/T / B/S / S/S / B/D (ZI S/T 
Ss ‘$/ £/8/ 3 / 8/8 / S/S /E/3/F/E/ 5 
O/T/S/E/E / S/S / T/T / F/T /S/F/F 
MEW ENGLAND FOP TIS ESEIL ASPB PGES ESE STG) 4 
MODE ATLANTIC G5 PST TAT AST XT Gh 14h o2teta7iy 
EAST WORTH CENTRAL F BEG PS EG} BLL EX} 6) 6) 247) 94 5) g 
WEST WORTH CENTRAL sf 735 3675' 51214771533} 6] 8) 5] 8 
sumaTANTIC GF 1727175) 31576) 4434) 61533141 6 
EAST SOUTH CENTRAL | 4)3) 212) 217) x15) 61313171617 
WEST SOUTH CENTPAL fF 3) GF OF TELE 7h 1t 3h 4b ad pt ald 3) 5 
mounts 6G) .154)33 716) 2119 31 244) 24 24 3 
meme | 2141314) 647) 312) 2) 1,11) i) 2) 


56 





CL HOW WAS BUSINESS 
IN YOUR MARKET? .. this 


three of the last four years the national average 
has been 15 per 1,000. 

Regionally, the South Atlantic and East South 
Central ran one and two. 


Freezers. This year the national average was 
18, a no change position from 1959. Freezer 
sales in the charted regions totaled 650,000 
sales. This total projected to a nationwide basis 
will give 1960 in the area of 940,000 unit sales. 

The best area was the West South Central, 
showing an increase of 83.3% over the national 
average. Tops in actual unit sales were the Pa- 
cific states, with 112,321 sales among the more 
than 5.5 million West Coast residents surveyed. 
Still, the Pacific area could do no better than 
fourth on a per 1,000 customer basis, being 
edged by the East South Central and Mountain 
states, in addition to the leader. The New Eng- 
land states, with an average of 7 per 1,000, 
based on 17,264 sales among 2.6 million cus- 
tomers, were last. This latter figure, however, 
did constitute a 6.4% area increase in sales. 


Room Air Conditioners. Air conditioners did 
not have the banner year expected and yet the 
reports of 150 companies reveal the air condi- 
tioner did manage to hold its own with last 
year. The national average of 30 sales per 1,000 
customers was slightly below last year, was 
just about even with 1958 and was off slightly 
from 1957. The national projection is for 
1,550,700 air conditioners to be sold this year. 


Washers. They fell off in 1960. In 1959 the na- 
tional average was 74 based on almost 2.5 mil- 
lion sales. This year the average dropped to 67 
on just under 2.3 million sales. Five regions 
did, however, go over the national average 
with Mountain states first in per 1,000 sales. 
The other area leaders were the Middle Atlan- 
tic, South Atlantic, Pacific and East South 
Central states. Using the 67 average figure, the 
overall-totals should be over 3,460,000. 


Washer-Dryer and Clothes Dryers. Dryers 
maintained the 1959 pace and combinations 
went far over the 1959 total. Sales were up in 
most areas for the washer-dryer with the 
Middle Atlantic showing the biggest jump in 
actual unit sales, with a 191.9% increase over 
last year. With a national average of 6 per 
1,000, the Middle Atlantic far outdistanced the 
other areas. The Pacific states led the nation 
with dryer sales per 1,000, hitting an average 
of 28, six above the national total of 22. 


Vacuum Cleaners, Dishwashers and Food Waste 
Disposers. Although the national average on 
vacuum cleaners was off (48 to 43) from last 
year, unit sales actually were up. In 1960, 99 
companies reported over 1,000,000 sales com- 
pared with the 1959 totals of 96 companies 
showing just under 930,000 sales. Dishwashers 
and disposers kept pace with 1959. Actual unit 
sales, as reported by the utilities, showed dish- 
washer sales down and disposer sales up. It 
should be noted, however, that the national 
average for the two products was just about 
even. In 1959, dishwashers had a reading of 14 
and disposers 13. This year dishwashers hit 13 
and disposers 14. 


Television. Reports on 3,100,000 television set 
sales came from 106 companies around the 
country for 1960. The national average was 111 
per 1,000 customers; last year it was 106. Pro- 
jected on a national basis, the American buyer 
will better the 5,370,000 mark. The Middle At- 
lantic states clearly led the way, not only in 
unit sales, but in average sales per 1,000. They 
topped the national average by 29 sales per 
1,000 and only the Pacific states with a 136 
average came close to them. Only three areas, 
the East North Central, West North Central, 
and East South Central dipped below the 100 
mark in average sales. 
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IT WASN'T BAD, according to 213 power companies, which par- 
ticipated this year in our annual utility study, an ex- 
clusive Electrical Merchandising Week survey now in 
its 17th year. The utility men report that dealers in 
their area showed sales gains on six products, losses on 
five, and held even on three more. The Pacific area 
made the best showing with the Mountain and South 
Atlantic states following. 


Appliance sales in 1960, according to 213 re- 
porting utilities, representing 84.9% of Amer- 
ica’s wired homes, about kept pace with the 
1959 totals they reported last year. 

The national summary table, on the opposite 
page, illustrates the unit sales per 1,000 cus- 
tomers by utilities. On succeeding pages are the 
actual sales of major appliances and TV within 
the company area and state regions. 

The survey also shows the number of cus- 
tomers served by each utility in 1960 and 1959; 
the average kilowatt-hour consumption and the 
merchandising plans of each utility for the 
coming year. 

During 1960, six appliances (ranges, dehumi- 
difiers, evaporative coolers, washer-dryer com- 
binations, food waste disposers and television} 
showed gains in unit sales over last year. Re- 
frigerators, freezers and dryers maintained the 
1959 average, while water heaters, dishwashers 
and air conditioners dropped minimally from 
the national average as recorded in 1959. Only 
washers and vacuum cleaners made noticeable 
drops in the yearly picture, falling off 9.5% 
and 10.4%, respectively. 

Regionally, the Pacific area scored the best 
of the nine regions surveyed. The Mountain 
and South Atlantic states were next, while 
New England placed last. A year ago, the top 
three were the East South Central, Middle At- 
lantic and Mountain states. It should be noted 





that the Pacific region, last in 1959, hit the 
top this year. 


Refrigerators. This year 167 companies report- 
ed 2,584,250 unit sales in their areas for a na- 
tional average of 69 sales per 1,000 customers. 
In 1959, some 2,548,369 sales were reported by 
171 utilities, giving 1960 a 1.4% increase over 
last year. 

The South Atlantic states led the nation in 
sales per 1,000, after having been second in 
1959. With an average of 83 sales for every 
1,000, the South Atlantic was a healthy 20.3% 
above the national average of 69. The Pacific 
and West South Central states at 79 and 78, 
respectively, followed. 


Electric Ranges. With over 36 million customers 
surveyed (representing 179 companies) the 
electric range story for 1960 was an encourag- 
ing one. The national average of 32 unit sales 
per 1,000 customers was higher than 1959, and 
the actual unit sales of the studied areas totaled 
1,171,527 units. Projected nationally, electric 
ranges, both built-in and standard, should sell 
1,654,000 units this year. 

Geographically, the Mountain states were 
well ahead of the nation in the sales per 1,000 
customers The eight-state area, covering Ari- 
zona to Montana, posted a 56 per 1,000 average. 
Only three other areas, however, were able to 
go above the national average. The West North 
Central maintained the average while the 
Middle Atlantic, with a 1,000 customer read- 
ing of 22 sales, was last. The No. 1 area, based 
on unit sales alone, was the Pacific states which 
recorded 219,484 sales among 5,568,761 homes. 


Water Heaters. A total of 173 companies re- 
ported 505,617 unit sales within their areas. 
This figure gave water heaters a national aver- 
age of 15 (last year’s average was 16) which, 
when projected nationally, puts the total sales 
figure at 775,350 units. It appears that this ap- 
pliance has established a sales pattern since in 
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HOW WAS BUSINESS 
IN YOUR MARKHT? .. This 


three of the last four years the national average 
has been 15 per 1,000. 

Regionally, the South Atlantic and East South 
Central ran one and two. 


Freezers. This year the national average was 
18, a no change position from 1959. Freezer 
sales in the charted regions totaled 650,000 
sales. This total projected to a nationwide basis 
will give 1960 in the area of 940,000 unit sales. 

The best area was the West South Central, 
showing an increase of 83.3% over the national 
average. Tops in actual unit sales were the Pa- 
cific states, with 112,321 sales among the more 
than 5.5 million West Coast residents surveyed. 
Still, the Pacific area could do no better than 
fourth on a per 1,000 customer basis, being 
edged by the East South Central and Mountain 
states, in addition to the leader. The New Eng- 
land states, with an average of 7 per 1,000, 
based on 17,264 sales among 2.6 million cus- 
tomers, were last. This latter figure, however, 
did constitute a 6.4% area increase in sales. 


Room Air Conditioners. Air conditioners did 
not have the banner year expected and yet the 
reports of 150 companies reveal the air condi- 
tioner did manage to hold its own with last 
year. The national average of 30 sales per 1,000 
customers was slightly below last year, was 
just about even with 1958 and was off slightly 
from 1957. The national projection is for 
1,550,700 air conditioners to be sold this year. 


Washers. They fell off in 1960. In 1959 the na- 
tional average was 74 based on almost 2.5 mil- 
lion sales. This year the average dropped to 67 
on just under 2.3 million sales. Five regions 
did, however, go over the national average 
with Mountain states first in per 1,000 sales. 
The other area leaders were the Middle Atlan- 
tic, South Atlantic, Pacific and East South 
Central states. Using the 67 average figure, the 
overall-totals should be over 3,460,000. 


Washer-Dryer and Clothes Dryers. Dryers 
maintained the 1959 pace and combinations 
went far over the 1959 total. Sales were up in 
most areas for the washer-dryer with the 
Middle Atlantic showing the biggest jump in 
actual unit sales, with a 191.9% increase over 
last year. With a national average of 6 per 
1,000, the Middle Atlantic far outdistanced the 
other areas. The Pacific states led the nation 
with dryer sales per 1,000, hitting an average 
of 28, six above the national total of 22. 


Vacuum Cleaners, Dishwashers and Food Waste 
Disposers. Although the national average on 
vacuum cleaners was off (48 to 43) from last 
year, unit sales actually were up. In 1960, 99 
companies reported over 1,000,000 sales com- 
pared with the 1959 totals of 96 companies 
showing just under 930,000 sales. Dishwashers 
and disposers kept pace with 1959. Actual unit 
sales, as reported by the utilities, showed dish- 
washer sales down and disposer sales up. It 
should be noted, however, that the national 
average for the two products was just about 
even. In 1959, dishwashers had a reading of 14 
and disposers 13. This year dishwashers hit 13 
and disposers 14. 


Television. Reports on 3,100,000 television set 
sales came from 106 companies around the 
country for 1960. The national average was 111 
per 1,000 customers; last year it was 106. Pro- 
jected on a national basis, the American buyer 
will better the 5,370,000 mark. The Middle At- 
lantic states clearly led the way, not only in 
unit sales, but in average sales per 1,000. They 
topped the national average by 29 sales per 
1,000 and only the Pacific states with a 136 
average came close to them. Only three areas, 
the East North Central, West North Central, 
and East South Central dipped below the 100 
mark in average sales. 
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HERE'S HOW 1960 BUSINESS SHAPED UP REGION BY REGION 
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DOMESTIC 















F = Includes total percentage saturation of fans: attic, kitchen, portable 


Major Appliances continuep 


Product developments in disposers were gen- 
erally limited to the innards, where manufac- 
turers worked to make grinding quieter. 

What about the possibility of a disposer-dish- 
washer? Consensus was that even though such 
a product is posssible from an engineering 
standpoint, it won’t happen soon. Why? Women 
would be leery of putting garbage in their 
dishwashers. 


Gas incinerators, more recently rechristened 
gas food waste disposers, showed a small de- 
cline in 1960, from 43,800 units in 1959 to 
42,500. But manufacturers have high hopes for 
their units, as more and more city advisory 
agencies recommend incinerators as desirable. 


Electric ranges showed shipment drops in both 
free-standing and built-in categories. Here are 
the figures for 1960, compared with those for 
1959: Free-standing, 860,000 units, down 7.9% 
from 933,800; dollar volume, $223.6 million, 
down 7.9% from $242.8 million; built-in, 665,- 
000, down 12% from 753,000; dollar volume, 
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$198 million, down 13% from $227 million. 

Taking those figures back a few years, you 
can see that there’s been a steady increase in the 
percentage of the market going to built-ins. 

Brand-new features were few and far be- 
tween. There were a number of new ovens that 
could keep food—or probes that did the same 
for roasts—warm on a low-low setting without 
cooking it. Some manufacturers brought out 
burners with more settings. Some improved 
the sensing devices on the burners they already 
had. Some gave more than one heat pattern. 
All worked to make ovens and surface units 
easier to clean by a variety of lift-out, pull-out 
or pop-out appurtenances. 

Probes and rotisseries were still in. Second 
warming ovens had yet to be proved. Deep- 
well cookers were on their way out. 

One interesting development in line struc- 
ture: Hotpoint’s introduction of the single-unit 
drop-in built-in range. (G-E already had it.) 
This could, if other manufacturers follow suit, 
presage an increase in dealer built-in sales. 

Where were electric range sales? Surprising- 
ly, in this bargain-seeking market, manufac- 
turers reported that deluxe models sold best. 





NEW CUSTOMERS — 
Room Evapo- asher- 
EN GLAND Dec. 31 Bec. 31 Average ir  Dehumid- rative —_ Auto. Conv. Dryer 
Hr. ig- Ra Ranges Water Air Dehumi 
(Estimate) detead Cmpts on Stan ard Built-In Heaters Freezers Condit. _ifiers Coolers Washers Washers Comb. Dryers 
MAINE 
Bangor Hydro Electric Co............ 46,600 45,527 2,950 oe ec eat ae pare ses +e. tes ae 
Central Maine Power Co............ 217,000 214,086 3,145 9,000 4100 1,200 2,600 2,000 8,000 1,400 650 3,000 
NEW HAMPSHIRE 
Public Service Co. of New Hampshire.. 125,440 122,942 3,050 4,700 2,500 600 1,600 800 700 5,000 1,600 
VERMONT 750 1,00 
Central Vermont Public Service Corp... 59,350 50,094 3,570 <— 2,800 > 1,800 500 000 
MASSACHUSETTS 
Boston Edison Co.................. 424,000 420,050 2,610 31,500 5,700 6,250 750 3,000 8,000 3,700 eth ~— er 1,100 6,500 
Fitchburg Gas & Electric Co.......... 16,530 16,366 2,450 850 120 80 70 14 110 15 3 ; +o 20 190 
Cape & Vineyard Electric Co.......... 48,000 46,900 1,800 1,200 400 250 400 150 AAR 100 1,00 100 400 
New England Electric System*....... 750,000 739,296 2,520 33,000 11,000 7,000 4,000 2,000 5,000 2,000 so ae 1,000 1,000 10,000 
Cambridge Electric Light Co......... 31,460 30,856 1,690 110 5 3 2 ee fheNs 4 eh 105 care nae 20 
Western Mass. Electric Co........... 126,400 124,500 3,120 4,015 2,200 2,000 2,620 
‘Brockton Edison Co................ 60,149 58,100 3,233 eed siatahg ee aor ey iil = wee see ee 
Plymouth County Electric........... 28,916 28,527 ae 300 200 150 425 50 50 250 125 30 150 
RHODE ISLAND 
Blackstone Valley Gas & Electric. .... 60,000 59,097 1,950 5,000 1,100 500 200 100 350 150 200 3,000 300 100 600 
Newport Electric Corp.............. 15,650 15,490 3,580 500 550 120 400 150 50 250 25 500 200 60 350 
CONNECTICUT 
United Illuminating Co.............. 176,000 173,844 3,540 11,250 1,950 3,950 2,900 1,800 2,000 3,400 13,500 1,800 530 4,750 
The Connecticut Light & Power Co..... 311,450 303,804 3,726 14,500 5.000 3,600 3,200 2,200 3,000 1,500 17,700 3,000 1,400 6,800 
Hartford Electric Light Co........... 199,410 196,119 3,593 14,000 <— 6,000 — 1,400 2,500 4100 2,100 1,800 1,400 9,700 
*figures include those of Lynn Gas & Electric Co. 
NUMBER OF 
DOMESTIC 1960 UNIT SALES OF ELECTRICAL APPLIANCES 
MIDDLE CUSTOMERS 
NI Dec. 31 Dec.31 Average Room Evapo- Washer- 
24 LAN TI C 1960 1959 KWH. Refrig- Ranges Ranges Water Air Dehumid- rative Auto. Conv. Dryer 
new Yous (Estimate) (Actual) C'mptn erators Standard Built-In Heaters Freezers Condit. ifiers Coolers Washers Washers Comb. Dryers 
N. Y. State Electric & Gas Corp....... 414,000 405,900 3,580 16,000 4000 4,000 3,000 5,200 1,500 teas, 17,000 CAR ane 8,000 
Long Island Lighting Co............. 531,500 511,954 3,465 38,000 5,900 7,000 2,000 8,000 17,500 9,500 <— 39,000 — 1,000 13,500 
Central Hudson Gas & Electric Corp... 116,522 113,786 3,190 ee 1,050 700 800 ere pis 850 a nee Oe ot 
Rochester Gas & Electric Corp....... 180,806 178,021 3,433 12,000 3,200 1,900 900 2,700 1,800 1,500 12,000 700 8 §=© 4,500 
Consolidated Edison Co. of N. Y...... 2,368,000 2,354,700 1,795 Ree “agp Darks be, oe Shea 5 cor Nar biel s ae cee cae ne 
Niagara-Mohawk Power Corp......... 975,000 955,406 3,600 51,000 12,300 7,300 5560 10,000 10,400 4,500 46,200 9,800 3,700 19,500 
Orange & Rockland Utilities......... 106,500 100,456 2,700 aes eS silenss ead Bie Sees ae belts ae ree Hie et 
NEW JERSEY 
New Jersey Power & Light Co........ 99,860 96,969 3,822 5,000 < 3,900 — 2,500 1,100 ~ 900 4,300 1,000 200 @ 2,000 
Jersey Central Power & Light Co...... 242,599 232,775 3,486 15,300 < 4900 — 3,000 4,100 6,200 16,400 3,300 900 _—6 400 
Atlantic City Electric Co............ 197,100 193,250 3,740 Fae 3,400 1,900 4,000 2,500 2,500 eo ae 600 2,200 
Public Service Electric & Gas Co...... 1,240,000 1,221,264 2,476 ah 5 ben agents ig ihe eas Tae is 
PENNSYLVANIA 
Pennsylvania Power & Light Co....... 634,000 627,303 3,411 30,000 10,350 5,250 8500 7,900 7,000 nee 30,000 10,500 1,400 16,000 
Duquesne Light Co................ 430,200 426,242 3,000 36,500 < 9147 —- 250 5,200 6,000 1,400 30,300 22,550 ee 9,850 
Metropolitan Edison Co............. 224,800 221,189 3,897 12,000 << 6650 — 4300 3,500 3,550 Piel Yi 11,800 PE aes 7,200 
Pennsylvania Power ee ee 79,586 78,266 4,097 3,480 2,230 200 730 1,210 490 910 3,450 2,340 100 =. 2,170 
Luzerne Electric Div. UGI Co......... 43,000 42,800 2,150 1 ee «es oe sxe pares thas aa sr a 
West Penn Power Co............... 347,200 341,955 3,925] 17,000 << 9100 — 5950 6100 2,300 1,200 13,050 12,200 i. 
Philadelphia Electric Co. System..... 913,430 899,521 3,355 66,000 6,900 7,500 5,100 8,700 47,000 8,000 59.000 12,000 14,000 Bae 
Pennsylvania Electric Co............ 356,100 353,158 3,370 19,600 <= 8900 — 7,650 6,700 1,700 eee 16,500 Aue coc 42400 








What about electronic cooking? “Let it lie; 
don’t disturb the corpse,” one man summed it 
up. If manufacturers could fight the price down 
from the near-$1,000 level, and if they could 
overcome many of the ideas women have about 
cooking (for instance, you have to cook certain 
meats, like pork, for a long time), then—per- 
haps—electronic cooking might make it. That 
was the verdict. 


Gas ranges showed declines in both free-stand- 
ing and built-in classifications. Here are the 
1960 figures for shipments and retail value of 
those shipments, compared with the figures for 
1959: Free-standing, 1.5 million, 10% down 
from 1.7 million; dollar volume, $201 million, 
down 5% from $212 million; built-ins, 354,800 
compared with 353,800; dollar volume, $75.6 
million, up 7% from $70.4 million. 

Product development closely paralleled those 
in electric ranges. In fact, sometimes it was 
hard to separate out which fuel group intro- 
duced which trend, the other was so quick to 
come up with something it claimed was as good 
or better. 

Notable among gas range trends, though, is 
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Food Room Evapo i 
Vacuum Dish- Waste Tele- Refrig- Water Air Dehumid- rativ hat “ : a, ee 

Cleaners washers Disposers _ vision erators Ranges Heaters Freezers Condit. _ ifiers Coolers Washers Washers Dryers Cleaners Washers cpu bl ' 1360 1961 
20 No No 

27 No No 

91 46 18 8 22 9 85 Yes Yes 

98 45 20 Yes Yes 

21,000 5,500 5,250 62,000 95 29 6 9 13 ~ 29 52 48 9 70 7 7 98 Yes Yes 
280 o 30 900 o e: : ; 10 2 75 30 12 88 4 2 87 Yes Yes 
vss tes wee 48 48 15 80 6 2 80 Yes Yes 
10,000 6,000 7,000 75,000 93 33 8 3 4 ks 40 30 10 75 5 4 95 Yes Yes 
75 28 6 eo 98 5 1 2 3 2 60 2 70 2 7 80 Yes Yes 

‘s 47 12 16 12 No No 

ai acs = 43 23 au ke 8 ‘> Yes Yes 
100 50 15 90 35 25 5 1 35 30 12 2 1 Yes Yes 
1,000 100 300 6,000 97 16 3 2 6 1 l 35 40 15 95 1 1 90 Yes Yes 
350 100 100 600 95 70 37 20 5 8 2 62 35 26 93 15 13 92 Yes Yes 

ig 1,850 = 18,750 | 99 40 17 8 8 4 71 20 15 ¥ 7 <i 96 No No 
3,600 2,500 1,700 io: ae 47 19 18 8 “te i 54 39 17 91 8 3 92 Yes Yes 
1,300 9,800 4,100 25,000 99 50 15 16 19 2 + 68 28 21 95 17 13 95 Yes Yes 
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Vacuum Dish- Waste Tele- Refrig- Water Air Dehumid- rative Auto. Conv. 
Cleaners washers Disposers _ vision erators Ranges Heaters Freezers Condit. fiers Coolers Washers Washers Dryers 
2,000 soy 95 33 17 18 2 ge 37 su 
11,000 50,000 | 98 25 6 22 20 5 —9F 
eye Bae nase ¥ 35 21 15 4 ae 48 
2,500 2,900 25000} 9% 36 4 = 22 9 2 60 
25,900 8,100 6,400 103000} 97 38 4M 6 7. 2 4247 
1,300 800 —) 6 28 2 
7,200 4,600 21,900 | 96 25 18 
96 10 2 9 28 100+ 52 22 
se 3,750 1,850 30,000 97 47 24 18 12 e =F 41 49 
24,500 4,200 4,850 78,300 | 98 25 3 13 10 46 46 
es 1,450 Ke 16,650 | 100 57 29 28 13 ‘i 47 os 
1,650 440 320 6,640 | 96 45 20 19 6 3 40 62 
7,300 1,300 Mel ie fe Re ed 39 «59 
13,000 152,000 | 88 31 12 12 31 e 15: =e 
2,140 ae eee 46 21 24 4 47 
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Food Did Co. Plan To 

Vacuum ODish- Waste Tele- | Merchandise In 
Cleaners washers Disposers vision in 1960 1961 
o 4 63 ee No No 
90 20 5 95 No No 
es 4 1 ‘< No . No 
98 9 11 98 Yes Yes 
pe aie es. me No No 
77 7 6 94 No No 
i Yes Yes 

No No 

No No 

= es me ce No No 
85 7 2 100 No No 
E. 5 ne 91 ~ No No 
87 7 S 100 No No 
x 7 a e No No 
69 4 4 92 Yes Yes 
- Ks Fe aioe No No 
g9 5 5 96] No No 
80 8 ‘ 95 | Yes Yes 
9 No No 





the burner that spreads heat evenly across the 
bottom of the pan. Whirlpool does it with air 
jets. Others use ceramic covers for burners. 

Big in gas last year, was the infra-ray oven. 
Infra-ray has been around for a couple of years, 
but price had kept it from catching fire (no 
pun) with the public. Now, almost every man- 
ufacturer has infra-ray somewhere in his line. 

As for the battle of the fuels in ranges, gas 
is still ahead on free-stands; electricity, on 
built-ins. But NEMA’s electric range section 
says it won’t be long now before there’s a one 
to one parity in free-stands. (GAMA, of course, 
disagrees. ) 


HEATING AND COOLING 


Under this product group, there are a couple 
of factors besides the general economic picture 
outlined above that you have to consider when 
evaluating sales trends. First, there was the 
abnormally cool summer. Second, was the pre- 
ponderance of inventory in the field, shipped 
out by manufacturers as they tried to beat the 
Dec. 1 excise tax deadline on room units. Tak- 
ing both of these into consideration, air condi- 
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tioners didn’t have so bad a season as the 
factory shipments figures might indicate. 


Air conditioners hit 1.58 million units in 1960, 
down 5% from 1959’s 1.66 million. Dollar vol- 
ume totalled’ $439 million, compared with $447 
million. 

Product changes were many and varied. All 
manufacturers worked to tighten up the innards 
of their units—make them quieter but, at the 
same time, keep them compact. 

Instant mounts were the big selling feature. 
Several makers had_ self-contained instant 
mounts on all or almost all models in their lines. 
Others provided optional kits. One thing to 
watch for in 1961: Manufacturers who aven’t yet 
on the instant mount bandwagon will be. 

Other product developments: Admiral joined 
Whirlpool with remote. Fedders went with a 
clock timer. And Emerson, father of the instant 
mount, sired a new baby: A convertible case- 
ment-double-hung unit. 

What direction will the market take in 1961? 
Most manufacturers were cautious about pre- 
dictions, hedging about the weather. But they 
looked for solid growth, figured that the buying 


trend would be toward larger horsepowers. 


Dehumidifiers showed a tremendous sales in- 
crease, jumping from 345,000 in 1959 to 410,000 
in 1960. Dollar volume went down $35.5 million 
to $43.5 million. 

One surprising trend: People who knew about 
dehumidifiers and wanted one were willing to 
buy the higher-priced models with humidistats 
and automatic turn-off switches. 


Gas water heaters continued to beat out elec- 
trics by a mile. Here are the shipments and 
dollar volume figures for 1960, compared with 
1959: Gas, 2.7 million units for $266 million, 
compared with 3 million for $280.6 million; 
electric, 715,000 units for $75 million, com- 
pared with 782,900 for $85.2 million. 

Glass liners seemed to be gaining favor over 
cement. And, in gas heaters particularly, there 
was renewed interest in instant recovery. 

As for the long-range water heater picture, 
there were hints among the big electric manu- 
facturers that they would drop the product all 
together if electric utilities didn’t show more 
promoting spirit. 
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HERE’S HOW 1960 BUSINESS SHAPED UP REGION BY REGION 

























NUMBER OF 
SOUTH DOMESTIC 1960 UNIT SALES OF ELECTRICAL APPLIANCES 
ATLANTIC = 
Dec.31 Dec.31 A Room _, _ Evapo- Washer- 
1 -Hr. ‘ Wat Air Dehumid- ative Aute. Conv. Dryer 
(Estimate) ulcteal Capt aun standard builtin Heaters Freezers Condit. ifiers Coolers Washers Washers Comb. Dryers 
DELAWARE 
Delaware Power & Light Co......... 80,535 79,304 3,913 5,000 750 1,200 1,800 500 2,800 700 500 5,000 700 300 3,000 
(Northern Division) 
MARYLAND 
Potomac Edison Co................ 147,000 144,184 4,080 7,242 3,683 741 3,300 2,609 1,215 160 as 5,869 8,600 oe 4,453 
Baltimore Gas & Electric Co......... 483,100 472,983 2,800 | 36,000 < 9,000 — 4,050 6,300 14,000 3,850 <— 50,000 > 1,600 6,600 
DISTRICT OF COLUMBIA 
Potomac Electric Power Co......... 418,515 405,329 3,619 49,330 5,350 6820 1,670 8150 26,100 6,170 30,900 5,930 1,070 9,810 
VIRGINIA 
Appalachian Power Co.............. 433,000 431,673 3,735 <— 26,000 —! 15,000! 13,600 
Virginia Electric & Power Co......... 656,333 656,333 3,999 oe ear nie tee 
WEST VIRGINIA 
Wheeling Electric Co............... 38,070 38,063 3,300 2,000 1,200 200 500 600 300 500 500 1,000 2,000 200 = 1,500 
Monongahela Power Co......... .. ee 193,761 2,670 8700 < 4200 — 2,000 2,800 420 “A. ia 4,700 3,050 ip 6,300 
NORTH CAROLINA 
MOI Gk cee 620,000 603,407 5,375 25,000 24,000 6,500 34,000 15,000 10,000 400 100 14,000 14,000 1,200 4,000 
Carolina Power & Light............ 226,700 221,907 5,400 14,500 < 13,800 — 9200 5,400 4,700 Pe, 3.  Saee e see 1,450 
SOUTH CAROLINA 
South Carolina Electric & Gas Co..... 161,500 157,012 5,275 24,000 4,500 6,000 12,000 7,500 10,000 14,500 2,000 5,500 
GEORGIA 
Georgia Power Co................. 626,400 612,223 4,250 65,500 < 17,900 — 7,820 26,100 41,300 1,000 32,250 19,400 2,050 13,150 
Savannah Electric & Power Co........ 55,750 55,200 4,122 5,000 3,000 1,000 1,000 1,000 2,500 . 5,000 500 100 750 
FLORIDA 
EE in. wan 137,000 131,818 5,300 11,760 6,300 3,300 10,080 1,940 4,900 ae 9,505 1,200 340 1,700 
MUPWUNOE EME ceo cis. cca. se 89,516 84,936 4,680 11,720 4,700 1,800 3,360 1,300 2,300 10 5,000 500 500 ~=:1,100 
Florida Power Corp................ 247,500 230,289 4,283 22,000 << 18000 — 19,000 2,200 9,000 a 12,000 3,000 sae 2,500 
Florida Power & Light Co........... 658,000 612,815  ~4,700 60,000 < 37,000 — 55,000 6,500 50,000 ail 35,000 5,000 2,500 8,000 
L— Last year's figures 
* — Figure actually over 100% 
TT curry 
HAST NUMBER OF 
SO} TH DOMESTIC 1960 UNIT SALES OF ELECTRICAL APPLIANCES 
pe ee see. Sere CUSTOMERS 
ae) IR A LE TEE I AL SELLER OIE: CREB IE ETN ARIEL NRE MCE 
ad H; “ ; 5 vi tt Dec. 31 Dec. 31 Average Room Evapo- Washers 
1960 1959 KW-Hr. Refrig- Ranges Ranges Water Air Dehumid- ative Auto. Conv. Dryer 
(Estimate) (Actual) C’mptn erators Standard Built-in Heaters Freezers Condit. _ifiers Coolers Washers Washers Comb. Dryers 
KENTUCKY 
Kentucky Utilities Co............... 217,185 214,271 3,039 19,867 i207 => 4,498 8,293 3,995 508 10,377 11,096 811 4,918 
Louisville Gas & Electric Co......... 174,500 171,486 Pa ie rey cone aude boees vere) nin ere RE Sey hk- ay. oe 
Kentucky Power Co................ 79,925 80,670 2,975 2,350 350 1,300 900 1,500 100 as es Ae 50 1,950 
TENNESSEE 
Memphis Light, Gas & Water Div... .. . 164,257 158,457 4,460 12,000 2,000 1,200 800 3,900 10,500 8,500 2,100 300 2,000 
Knoxville Utilities Board............ 69,800 68,997 12,200 7,200 7,000 is 3,600 4,000 7,000 ei ae 4,500 2,000 300 6,000 
Bristol Tenn. Electric System. ....... 13,000 12,637 11,566 800 700 100 600 450 500 100 %4 800 200 Mee ae 
Elec. Power Bd. of Chattanooga...... 75,775 74,745 14,337 3,965 5,055 1,309 5,323 2,088 6,810 27 5 il 5,224 900 Si 3,346 
Elec. Power Bd. of Nashville......... 114,550 111,865 12,750 8,200 ++ - 6500: —> 5,550 2,675 rane = L. Eg poh rig ri ee 
Kingsport Utilities... .. 2. 2) ae 19,500 19,045 9,000 1,000 400 400 600 150 300 50 ee. 800 100 200 600 
ALABAMA ; 
Alabama Power Co................. 582,410 550,585 4,328 § 33,800 <— 25,270 > 15,470 18,625 20,300 400 31,000 10,400 2,000 10,550 
MISSISSIPPI 
Mississippi Power & Lt. Co....... 2. 15¢,182 154,730 3,200 12,000 — 350 — 1,000 4,000 6,500 =< 4500 — Pach 2,000 
Mississippi Power Co............... 93,338 91,406 3,476 4,000 1,070 280 490 1,200 3,970 ah a 1,800 300 100 560 
SNE YR NIN ARR NEAT eR RRR ETO RMT CGAL EN RRR ERO 2 AAO OM A RR SRR: AMAR SS: SENN 


*includes Washer Dryers 


Electric Housewares continueo 


blanket materials that will not wash well nor 
wear well over a reasonable period of time. 
This trend could eventually seriously hurt what 
should be a fast-growing industry. 

So far there has been no reduction in the 
quality of the electrical structure involved; and 
the electric blanket is one product that cannot 
afford to be cheapened. One way to reduce cost 
is to cut wattage input from the normal 180 
watts, requiring fewer safety devices for proper 
operation, but this reduces the comfort range 
of a blanket and makes it less desirable. The 
few companies which have taken such meas- 
ures are said not to have met with much suc- 
cess. 

Variety stores show increased interest in 
electric blankets, each year, and are merchan- 
dising them with increasing aggressiveness. 


AIR PURIFIERS HAD A STORMY YEAR 


In one short year the air purifier industry 
mushroomed from less than a dozen makers to 
approximately 70 manufacturers in the field. 
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They hardly got started, however, 
government agencies cracked down. 

First the Food and Drug Administration low- 
ered the boom on exaggerated medical claims 
for the units for curing hay fever, allergies, 
colds and the like. 

The Department of Agriculture is interested 
in claims made that the product is a fungicide 
or bacteriacide. 

The Federal Trade Commission is interested 
in any false or misleading advertising or illegal 
competition. 

As a result, the units will probably get a new 
name soon. They will be called “air cleaners,” 
not “air purifiers.” 

Prices now range from $29.95 to $59.95, but 
there’s a rumor that a model designed to retail 
at $19.95 soon will make its debut. 

Air purifiers have been found to be seasonal 
sellers, with the peak volume occurring in the 
fall when the pollen count for rose fever and 
hay fever is at its highest. 


before 


Will purifiers develop into a staple product? 
There is considerable disagreement concerning 


their future in the trade. Comments run: “They 
are highly specialized items.” “Where one 
maker can succeed several others will have 
trouble.” 

“Generally speaking” said another observer, 
“there is nothing dramatic in the results 
achieved through the use of this instrumeni. 

“The unit becomes rather mundane once it is 
placed in operation. I predict that there will 
have to be product improvements of substantial 
nature in this field if it is to be made into a 
more attractive item for our industry.” 


STEAM IRONS: FULL STEAM AHEAD 


Adding a sprinkle-spray feature to the steam- 
dry iron was just the stimulus needed to spark 
the steam iron industry, which again accounted 
for over 4,630,000 units. 


FLOOR CONDITIONERS LOOK BRIGHT 


With the introduction of a variety of multi- 
purpose floor conditioners that scrub hard sur- 
face floors, vacuum all types of floor coverings, 
shampoo rugs, and polish hard wood flooring, 
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11,000 7,500 6,000 72,000 | 97 56 60 9 21 ae Os 54 9 5 és 91 § No No 
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the floor machine industry received a real shot 
in the arm. 

“As this field expands and new manufac- 
turers bring out more models, the future of 
these floor conditioning units is good,” one dis- 
‘tributor said. “However, their quality and effi- 
ciency must show some improvement... ” 


HAIR DRYERS COME OF AGE 


1960 seems to be the year that all major elec- 
tric housewares manufacturers recognized the 
hair dryer as a standard product. Any number 
of beautifully styled and mechanically workable 
units have been placed on the market under a 
variety of trade names, and. slightly under 
1 million units were sold. 


SHAVER SALES FALL SLIGHTLY 


With the introduction of new models by all 
leading shaver makers during the year, a big 
replacement market developed. 

Industry figures show that all of its sales 
gains follow the introduction of improved mod- 
els that give a closer shave at greater speed. 
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When production was interrupted by World 
War II in 1941, industry peak sales were below 
an annual 3-million rate. After the war, annual 
sales went to 4 million and increased to 6 mil- 
lion by 1954 when women’s shavers were intro- 
duced. In 1955 the volume neared the 6%- 
million mark and has continued in this 6-mil- 
lion-plus category until 1960 which showed a 
slight decline from the present annual average 
to a figure close to 6 million. 


CLOCKS AT A PRICE 


In spite of fierce price competition, clocks 
wound up 2.5% over last year. In both 
electric kitchen clocks and electric alarms, 
pricing deteriorated to the point where the con- 
sumer, even buying at list, is getting sensa- 
tional value. 

Clock sales by types reported by top manu- 


facturers totaling approximately 8 million 
units reveal the following breakdown: 
Alarm, including desk and table 64% 
Kitchen wall 31 
Decorator wall 3.8 
Battery/cordless 0.5 


Dryers 


13 
13 
16 


20 
22 


26 


REPORTING 
UTILITY PLANS 
ON 
MERCHANDISING 
Food ' Did Co. Pian To 

Vacuum ODish- Waste  Tele- | Merchandise In 

Cleaners Washers Disposers vision _— in 1960 1961 
3 5 3 72 No No 
72 8 2 89 | No No 

E 7 ap 70 No No 
cs 13 11 94 i No ’ No 
70 15 18 80 : No No 
- Ps a ast No No 
90 9 5 83 | No No 
ay ns ne re No No 
80 > 5 95 No No 

3 < 72 Yes Yes 
4 ae 75 4 No No 

5 2 85 Yes Yes 


BATTERY OPERATED HOUSEWARES 


The application of battery power to electric 
housewares will be limited for the time being 
to those items which have low wattage con- 
sumption such as clocks, shavers, radios and 
possibly cleaners. In view of the power require- 
ments of present-day electrics (average 1000 
watts) the batteries required to power these 
products would be too large and too expensive 
to warrant a move in this direction. 


JAPANESE INVASION OF HOUSEWARES 


Japanese and other foreign products pose a 
greater threat to the industry today than they 
did a year ago. Only a few weeks ago, can 
opener manufacturers revealed that the Japa- 
nese are studying this product and the possi- 
bility of, at least, making parts for can openers, 
and shipping them assembled or unassembled. 
“Made in Japan” no longer bears the onus of 
shoddy workmanship. 

Smart manufacturers now are formulating 
plans and strategies to combat foreign compe- 
tition of tomorrow. 
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HERE'S HOW 1960 BUSINESS SHAPED UP REGION BY REGION 





EAST DOMESTIC. 1960 UNIT SALES OF ELECTRICAL APPLIANCES 
NORTH CUSTOMERS , 
Room Evapo- Washer- 
CENTRAL Dec. 31 Dec. 31 Average i Auto. Conv 
: om R Water Air Dehumid- _rative 0. A Dryer 
Estinste) eta apts poeta Standard Built In Heaters Freezers Condit. _ifiers Coolers Washers Washers Comb. Dryers 
OHIO 
Ohio-Midland Lt. & Power Co......... 16,800 15,975 4,500 900 200 400 200 75 = 50 400 200 75-500 
a ne 176,078 172,347 4,034 seks 3,577 2,526 958 2,239 , a 1 we ‘ “i 694 4.968 
Se) ee 534,181 523,068 3,877 30,000 10,270 6,000 3,000 10,150 4,230 yo sr aaa Rp 1,760 14,480 
Cleveland Elec. Illum. Co........... 507,000 497,644 3,530-§ 38,000 6,900 4,600 .... 7,200 10,000 11, aS ie 0 2,000 12,500 
Columbus & So. Ohio Elec. Co........ 245,000 240,827 3,300 16,500 5,000 3,300 1,300 2,500 4,500 Kan : ,000 800 7.000 
Cleveland Dept. of Lt. & Power...... 58,000 57,000 2,640 ae re ee PY ale a os ee od me A sn a 
Dayton Power & Lt. Co............. 239,987 233,987 3,791 10,696 4224 1,100 1,869 4,536 1,669 2,516 10,014 3,160 640 5,366 
Gg BIS ae ae ere 408,000 401,000 4,300 24,000 10,000 4,000 5,000 7,000 ae ini 20,000 e 1,000 14,000 
INDIANA 
Indianapolis Power & Lt. Co... ....... 192,500 188,622 4,200 20,000 4755 3,620 2,900 2,765 2,900 6,500 6840 2,500 1075 5675 
Public Service Co. of Ind., Inc........ 330,000 326,000 3,921 i S000 4278 .... seas aes = “ss tee eas he 
Southern Ind. Gas. & Elec. Co........ 61,645 61,280 4,100 3,402 1,213 167 235 1,161 2,094 889 3,102. + =1,117 257 —s 1,019 
Municipal Elec. Lt. & Power......... 14,429 14,054 3,622 ae SE er pe ee ae or ay ae’ 
Indiana & Mich. Elec. Co............ 262,500 254,624 5,450 — 20,000 — 7,800! 23,000 
ILLINOIS 
Central Illinois Lt. Co.............. 109,161 106,211 3,817 4,500 1,200 400 300 2,500 1,700 1,100 eet 8,000 2,000 450 6,000 
8 a ee 314,530 309,964 3,519 15,900 4,720 1,400 480 5,352 4,230 2,980 180 9500 5,195 900 4,410 
Central Illinois Electric & Gas....... 57,500 56,314 3,400 4,500 500 600 500 1,200 1,100 2,000 4,000 2,000 ee 1,100 
Commonwealth Edison Co........... 1,853,000 1,815,742 3,017 cit = S Gaa eae pees pase: Sty pe. Seis ae Ee. 
Central illinois Public Serv.......... 200,250 198,926 3,025 10,671 3,540 2,002 4,532 3,584 7,402 4,986 649 4032 
MICHIGAN 
upem ceeen Oe. 55... 6c. cs 1,173,000 1,154,326 3,562 68,000 13,500 9,500 9,000 12,500 11,000 21,000 56,000 25,000 2,000 12,000 
Wyandotte Dept. of Mun. Serv....... 12,050 12,044 2,580 Pc ike aa. Le cues Ges che <. ee igi voi sg rae 
Consumers Power Co.............. 776,882 762,348 4,210 52,700 = 18,000 — 17,000 14,000 fe 4,100 cue wars «ss £39,000 
Upper Peninsular Power Co.......... 27,000 27,000 3,800 800 600 50 750 200 10 25 650 750 10 450 
Bd. of Water & Lt., Lansing.......... 42,000 41,216 4,210 3,050 1,500 540 600 975 3,225 810 450 2,200 
Michigan Gas & Elec. Co............ 17,500 17,100 4,000 oe en were — eet ae i 
WISCONSIN 
Wisconsin Elec. Power Co........... 460,000 449,850 4,250 18,000 7,500 4,000 5,000 5,500 4,000 9,000 18,000 15,000 1,200 10,000 
Lake Superior Dist. Power Co........ 17,340 17,233 4,675 pens bee fr ga as nat tu as ie oe Sai 
Wisconsin Public Serv. Corp......... 147,415 144,941 3,660 3,000 2,000 700 3,000 3,300 1,000 1,200 5,000 1,500 375 4,000 
Madison Gas & Elec. Co............. 46,528 44,938 4,815 2,900 1,100 750 250 950 725 950 2,450 675 250 ~=—:1,500 
Wisconsin Power & Lt. Co........... 172,738 169,606 3,604 4,000 2,100 1.200 1,000 2,400 874 2,517 3,043 1,664 853 3,906 








t= Last year's figures 


* = Limited 
WES T NUMBER OF 
DOMESTIC 
NORTH CUSTOMERS 
r 1 
CENTRAL Dec st Bee 
(Estimate) (Actual) 
MINNESOTA 
Otter Tail Power Co............... 79,000 78,392 
Minnesota Power & Lt. Co........... 56,400 56,068 
Northern States Power Co. & Sub. Cos. 602,000 582,010 
Red Lake Elec. Coop. Inc............ 3,280 3,243 
Montana-Dakota Utilities ........... 76,000 74,760 
Clearwater Polk Elec. Coop., Inc... ... 1,983 1,967 
1OWA 
Interstate Power Co............... 87,331 88,850 
lowa Public Service Co............. 107,504 106,922 
lowa Elec. Light & Power Co......... 125,100 122,636 
lowa Southern Util. Co............. 56,300 55,750 
lowa-lll. Gas & Elec. Co............. 97,659 95,388 
MISSOURI 
Missouri Power & Lt. Co............. 56,410 55,356 
Poplar Bluff Bd. of Pub. Workst..... . 5,300 5,300 
Emme teat, tec. U6... cs 58,000 57,506 
St. Joseph Lt. & Power Co.......... 39,000 38,721 
City Utilities of Springfield......... 33,020 31,939 
Gree Eeetiee OM: cs ee es 546,000 536,120 
Kansas City Power & Lt. Co.......... 213,000 207,901 
NORTH DAKOTA 
Cavalier Rural Elec. Coop., Inc... .. .. 1,764 1,739 
SOUTH DAKOTA 
Northwestern Pub. Service Co........ 30,600 31,000 
Black Hills Power & Lt. Co.......... 25,350 23,258 
NEBRASKA 
Consumers Public Power Dist........ 99,600 97,900 
Omaha Public Power Dist........... 111,700 107,484 
KANSAS 
Bd. of Pub. Utilities, Kansas City. .... 35,800 36,200 
Kansas Gas & Elec. Co............. 136,000 136,513 
Western Lt. & Telephone Co., Inc... .. 40,500 40,174 
Kansas Power & Light Co........... 142,900 140,875 





= Last year's figures 
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Average 
KW-Hr. 
C’mptn 


3,800 
4,355 
3,615 

390 


3,600 | 
2,900 | 


3,520 
4,990 





3,415 | 


2,900 
3,036 


2,656 
2,500 
2,470 
3,200 
2,900 
3,756 
3,280 


388 


3,900 
3,545 


3,560 
3,980 


2,720 
3,550 
2,740 
3,311 


¥ 


LOR REET rH pk ee anna 


Refrig- 
erators 


1,200 
3,232 
47,000 
120 
2,100 
400 


2,055 
6,000 
4,165 
3,600 


2,700 
200 
5,220 
2,000 
1,500 
32,220 
22,000 


15 


1,200 
750 


3,200 
4,400 


1,500 
6,700 
2,565 


1960 UNIT SALES OF ELECTRICAL APPLIANCES 


Ranges Ranges 
Standard Built-in 
1,000 400 
= 2626 —- 
20,000 8,000 
70 20 

800 650 
250 75 
1,234 340 
900 300 
3,150 2,100 
1,100 600 
650 300 
100 10 
1,590 500 
300 250 
100 ~=1,000 
6,512 4,938 
3,500 2,100 
1,000 500 
500 150 
1650 1,600 
3,000 2,200 
300 250 
3,060 450 
896 316 


2,000 


Water 
Heaters 


1,000 
1,829 
10,000 
150 
500 
210 


982 
400 
850 
1,000 


550 
50 
780 
160 
300 
8,728 
160 


40 


1,200 
250 


1,600 
700 


15 
625 
125 
650 


Freezers 


1,800 
1,561 
14,000 
125 
1,000 
380 


1,430 
5,100 
1,500 
1,500 


1,200 
100 
2,320 
250 
300 
5,483 
7,200 


20 


350 
400 


2,475 
1,500 


3,310 
1,565 
3.750 


Room 
Air 
Condit. 


200 
60 
15,000 
550 
10 


616 
1,500 
2,300 
1,300 


1,100 
250 
2,040 
500 
1,000 
17,470 
12,000 


800 
400 


2,800 
3,600 


500 
4,770 
1,549 
6,500 


Dehumid- 

ifiers 
35 
8,000 
10 
1,100 
3,480 
800 
50 
100 
50 


3,434 
1,500 


300 
650 
1,400 
50 
850 


600 


E 
rative 


Auto. 


Conv. 


Coolers Washers washers 


‘50 


400 
50 


1,520 
1,958 


1,800 
2,718 
25,000 
50 
1,500 
100 


2,562 


3,800 
1500 


1,860 
200 
4,070 
600 
500 
13,664 
22,000 


25 


500 
800 


3,600 
4,700 


1,500 
7,010 
3,158 
10,500 


1,440 
5,000 
75 
400 
200 


1,500 
2,450 
700 


1,600 
1,030 
300 
50 
1,483 
1,850 


15 


500 
100 


2,000 
1,600 


100 
1,170 
561 
2,400 


Washer- 
Dryer 
Comb. 


4,000 
5 

450 
20 


150 
300 
300 


250 

50 
210 
150 
200 
525 
600 


4 


100 
100 


900 
25 


750 
350 


Dryers 


1,800 
1,955 
18,000 
125 
1,250 
200 


2,425 
1,000 
2,850 
1,400 


900 
100 
1,260 
225 
200 
5,194 
3,000 


72 


1,000 
500 


2,500 
2,700 


150 
3,340 
1,321 
6,250 










ELECTRICAL MERCHANDISING WEEK 






Vacuum 
Cleaners 


300 

11,290 

28,500 
7,489 

9,500 


2,237 


8,000 
4.680 
10,000 
“400 
3,400 
9,000 


1,800 
2.542 


Vacuum 
Cleaners 


1,450 
13,000 
750 
50 


1,900 


1,100 
250 
2,700 
700 
100 


12,000 


1,200 
600 


2,200 


1,500 


Dish- 
Washers 


200 
3,220 
6,800 


854 


2,950 
208 


400 
1,030 
350 
702 


9,000 


3,000 
900 
400 
763 


Dish- 
washers 


100 
270 
6,000 
20 
300 
20 


285 
1,400 
300 


300 
25 
540 
100 
200 
5,231 
2,000 


100 
150 


1,000 
300 
650 
349 
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Food 
Waste Tele- 
Disposers vision 
500 600 
6,230 5, 
9,000 63,200 
1,809 14,697 
3,800 12,000 
237 «45,516 
2,000 eit 
1,080 10,900 
1,000 6,000 
a 
9,000 70,000 
20 ~—‘1,300 
ee 5,760 
6,500 40,000 
950 as 
650 6,000 
664 re 


Food H 
Waste Tele- . Refrig- Water 
Disposers vision 
100 ey 90 51 4] 
191 3,869 97 58 38 
6,000 42,000 99 34 21 
25 ees 65 30 20 
250 fa 91 50 26 
20 400 90 40 35 
450 3,335 96 30 36 
955 2,800 “hee, are 
pia ey 95 32 30 
99 18 3 
450 3,200 99 29 18 
25 250 95 75 50 
620 6,410 94 22 13 
100 2,200 98 19 14 
300 1,000 98 20 10 
10,000 61,237 95 28 16 
3,000 ee 98 27 5 
20 75 90 45 52 
200 2,000 98 54 45 
200 750 93 53 22 
2,000 2,000 95 44 35 
300 7,100 81 39 15 
500 3,000 99 17 1 
1,050 10,420 96 34 5 
400 4,212 98 33 6 
13,500 97 36 7 





PERCENT SATURATION 


: Room 
Refrig- Water Air 
erators Ranges Heaters Freezers Condit. 

95 25 22 15 9 
Ss 53 18 20 4 
99 47 15 14 7 
97 32 1] 15 8 
93 33 9 15 12 
. fs 3 
ire 62 27 
98 39 18 21 10 
ics 55 33 
98 38 27 

7144 
92 29 10 18 15 
98 32 24 20 13 
98 17 12 21 15 
» SS Se = ts 
98 42 14 17 7 
. 2. a2 oe 8 
95 50 40 5 
98 88 31 29 ts 
99 30 32 g 15 
99 41 27 19 10 
94 53 62 19 ne 
96 36 27 20 5 
98 36 8 17 10 
99 39 34 30 3 


22 
21 
21 
15 
26 
65 


26 
38 
25 
23 


19 
25 
17 
12 
30 
20 
18 


66 


22 
16 


29 
18 


60 
29 
27 
23 


PERCENT SATURATION 


Room 
Air 


\ erators Ranges Heaters Freezers Condit. 


1 


12 
18 
19 


14 
50 
16 
13 
45 
32 
42 


1 


8 
5 


23 
28 


15 
52 
41 
47 


Dehumid- 
ifiers 


10 
1] 


Dehumid- 
ifiers 


10 
15 
20 


co CO We. 


Wns PO 


ON 
MERCHANDISING 
Evapo- Food DidCo. = Plan To 
rative Auto. Conv. Vacuum Dish- Waste  Tele- Merchandise In 
Coolers Washers Washers Dryers Cleaners Washers Disposers vision in 1960 961 
45 50 30 90 2 20 80 No No 
a a 35 Pi os a No No 
34 61 24 84 4 9 ai Yes Yes 
48 44 25 95 8 11 97 No No 
48 44 33 es rad a No No 
PS ay a *s LS a ei. No No 
59 24 37 84 9 18 100 Yes Yes 
‘ ; 35 No No 
47 40 21 92 8 10 95 Yes Yes 
Se No No 
Yes Yes 
if? No No 
50 Yes Yes 
40 60 35 90 5 8 80 Yes Yes 
34 58 19 71 3 5 87 No No 
40 14 100 No No 
4 a Yes Yes* 
10 85 No No 
55 34 20 85 6 24 96 Yes Yes 
ps ar ys = i fe No No 
35 50 10 5 3 5 87 Yes Yes 
10 90 15 98 2 2 75 Yes Yes 
43 44 40 96 99 No No 
65 35 18 98 95 Yes No 
38 57 24 92 6 12 97 Yes Yes 
16 78 13 72 6 5 56 Yes Yes 
22 72 15 i, 7 8 91 Yes Yes 
40 50 20 80 7 11 94 Yes Yes 
26 64 21 80 3 4 Yes Yes 


Evapo- 
rative 
Coolers 


25 
16 


Auto. 


Washers Washers Dryers Cleaners Washers Disposers vision 


42 
30 
10 
50 
20 


30 
40 
25 
50 


25 
90 
28 
50 


47 
36 


10 


25 
50 


43 
37 


60 
64 
46 
68 


Conv. 


70 
65 
70 
40 
70 


60 
40 
37 
24 


86 


70 
35 


57 


35 
27 
51 
26 


17 
23 
22 
25 
22 
15 


25 
3 
15 
13 


10 
40 

5 

7 
20 
15 
18 


43 


20 
17 


24 
20 


15 
23 
32 
18 


Vacuum _Dish- 


76 
82 
80 
40 


99 
85 
91 


REPORTING 
UTILITY PLANS 
ON 
MERCHANDISING 
Food Did Co. Pian To 
Waste Tele- | Merchandise In 
in 1960 1961 
2 2 = No No 
7 9 82 Yes Yes 
7 7 80 Yes Yes 
at 20 Yes Yes 
3 ap ee Yes Yes 
2 1 90 No No 
3 7 88 Yes Yes 
iS he ae: No No 
4 9 96 Yes Yes 
8 Pe ee Yes Yes 
7 15 98 Yes Yes 
2 3 88 No No 
10 5 75 No No 
4 oe 72 No No 
1 1 90 Yes Yes 
10 15 98 No No 
9 18 97 No No 
10 20 92 No No 
4 10 78 No No 
6 20 90 Yes Yes 
4 7 68 Yes Yes 
8 10 83 Yes Yes 
4 11 100 No No 
20 50 98 No No 
10 22 93 No No 
12 22 91 No No 
87 Yes Yes 


REPORTING 


UTILITY PLANS 
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HERE'S HOW 1960 BUSINESS SHAPED UP REGION BY REGION 


W NUMBER OF 
BST DOMESTIC 1960 UNIT SALES OF ELECTRICAL APPLIANCES 
Washer- 
CENTRAL Dec. 31 Dec.31 Average Room _— Evapo- 
3 Ra Wate! Air Dehumid- _rative Auto. Conv. 

Estenate) detent Cast be 2 $ - Built in ieaters Freezers Condit. ifiers Coolers Washers Washers Comb. Dryers 
ARKANSAS 
Arkansas Power & Lt. Co............ 270,110 264,610 2,619 17,322 2,783 1,500 916 6,875 12,200 200 300 12,525 5,209 650 2,791 
Arkansas-Miss. Power Co............ 36,700 35,534 2,710 654 320 345 380 215 210 25 660 150 75 325 
LOUISIANA 
Southwestern Elec. Power Co........ 176,316 172,859 2,882 8120 1,400 1,122 525 13,350t 10,640 14,325 2,910 810 3,200 
Louisiana Power & Lt. Co............ 219,900 211,815 3,435 ane eet G aS Pres «aes ape ais a Bat 
New Orleans Pub. Serv., Inc.......... 157,400 156,337 3,862 22,500 <. 3,000 — 5,800 28,000 22,000 2,500 1,150 2,000 
OKLAHOMA 
Public Serv. Co. of Oklahoma........ 222,039 218,468 2,971 18,580 < 6410 — 878 8,375 13,500 <— 17,000 — 4,035 se 
Oklahoma Gas & Elec. Co............ 298,645 291,603 2,820 23,000 2,350 4,000 1,110 5,150 6,000 - tw - as 3,050 
TEXAS 
Gulf States Utility Co............... 256,389 252,946 4,069 15,000 3,600 8.400 2,600 5,000 25,000 100 9000 5400 2,000 6,800 
Texas Elec. ane SM es Uuw seu « é 280,000 273,682 3,800 14,500 3,100 5,000 100 12,500 11,300 12,000 1,000 700 = 6,300 
Electric Dept. City of Austin......... 53,500 52,673 3,600 wk’ Bue Bie er ee aa “ier a8 2 ka ots, 
Central Power & Lt. Co............. 205,000 200,713 3,500 20,000 4800 3,200 1,785 6,700 14,000 es hee. 750 4,900 
West Texas Utilities Co............. 88,000 87,264 3,160 3,400 2,000 2,000 is Gee ae 4,700 3,200 oe ‘ah 2,000 
Dallas Power & Lt. Co.............. 228,300 221,229 4,800 20,681 1,970 7,264 98 4,510 16,085 6,385 19,244 1,018 1,340 3,951 
Community Pub. Service Co.......... 74,000 71,218 3,400 Sti ices ic as Was ei aes = pies es ee B 
City Public Serv. Bd., San Antonio. .. . . 164,600 161,451 3,251 igove 3316 — 747 = 4,091 9,719 7,917 12,571 2,576 791 1,395 
Southwestern Public Serv. Co........ 159,763 152,309 3,101 14,465 4157 2,597 1,200 9,051 2,000 13,000 15,485 me 7,655 
Cepune Ws ha ws eee eee 84,800 82,463 3,750 7,730 = 2600 —> +2200 2,250 650 abe aA 1,100 
Texas Power & Lt. Co.............. 324,720 315,006 3,223 34,000 4400 3,800 750 13,000 ry RS ne ss aii 7,800 
Houston Lt. & Power Co............. 416,000 408,226 5,045 30,000 2,700 7,200 800 12,000 60,000 27,000 3,800 1,500 7,000 








+=Includes Ref. Freezers 














*=Limited 

DOMESTIC 

NUMBER OF 1960 UNIT SALES OF ELECTRICAL APPLIANCES 

CUSTOMERS 

+ LO ETT OOD LIES IEE LEED EINE OE ELLE OE NLL LEE: BLE LIGIER EE TES 
1 Average Room 0- Washer- 

MO U N TAI N oreeD. oes8 KW-Hr. Refrig- Ranges Ranges Water hit Dehumid- tons Auto. Conv. iryer 
puczene (Estimate) (Actual) C’mptn erators Standard Built-In Heaters Freezers Condit. fiers Coolers Washers Washers Comb. Dryers 
Salt River Power Dist.............. 85,000 73,387 5,500 5,200 850 1,950 450 1,000 525 25 3,800 5,000 1,850 400 850 
The Tucson Gas, Elec. Lt. & Pow. Co... 67,157 63,836 3,440 2,750 400 200 300 1,000 400 2,200 4,000 500 275 200 
eer ree 5,342 4,922 4,000 400 50 75 15 50 250 250 200 100 30 50 
Arizona Public Serv. Co............. 150,000 141,653 3,890 13,000 3,500 5,000 1,200 5,500 4,800 9,500 11,500 4,000 1,000 2,000 
WYOMING 
Montana-Dakota Utilities Co......... 5,800 5,590 150 240 140 40 15 202 eer 30 360 90 28 160 
Lower Valley Power & Lt., Inc........ 3,300 3,100 474 20. 30 10 70 20 eee 2 lt 25. 5 rif 30 
Cheyenne Lt., Fuel & Power Co....... 15,587 14,412 3,065 1,270 425 210 53 570 59 2 13 1,474 530 141 879 
Powell Municipal Dist. Linest ....... 1,354 1,333 2,300 30 15 12 6 12 5 2 6 50 8 23 26 
MONTANA 
Beartooth Elec. Coop. Inc........... 1,920 1,887 370 ve Sy rae PHS ee ‘ee ae Se 
The Montana Power Co............. 130,000 127,290 4,125 6,280 2,761 2,250 2,407 523 10,015 785 5,569 
Yellowstone Valley Elec. Co.......... 2,907 2,626 418 Ai er Rete eas eae ean 55 
IDAHO 
ee weet Ceo. a. cs es 112,862 111,474 7,662 7,500 6,000 2,000 5,500 4,500 2,500 3,000 10,000 1,500 200 5,500 
Northern Lights Inc................ 3,200 3,200 5,820t 30 Pek 5 120 60 Te ware 30 si 20 
Weiser Water & Lt. Dept............ 1,800 1,700 9,600 wed Be, 
UTAH 
pause City Power................. 9,107 8,929 5,184 540 364 50 62 249 66 416 729 67 155 343 
Utah Power & LightCo.*............ 208,500 203,588 4,500 13,500 6,000 7,000 3,750 5,500 750 4,000 15,500 4000 2,500 8,500 
Payson Municipal System........... 1,250 1,240 300 75 50 15 20 40 10 20 40 10 15 30 
COLORADO 
Y-W Electric Assoc. Inc............. 2,855 2,867 3,552 50 20 30 24 50 60 50 90 10 20 90 
Colorado Central Power Co.......... 32,569 30,069 3,100 200 200 2,000 40 100  #6.. 100 100 50 25 800 
Fort Collins Lt. & Power Dept........ 7,215 6,872 2,990 1,000 850 350 200 300 350 200 200 400 400 300 300 
Lamar Lt. & Power Dept............ 2,550 2,499 2,400 105 40 80 35 55 50 5 110 110 5 50 60 
Loveland Elec. Dept................ 4,058 3,865 7,049 325 150 150 20 110 30 5 30 300 20 95 128 
Public Serv. Co. of Colorado......... 306,100 286,585 3,015 25,700 8,700 7,900 2,000 4,700 3,600 24,700 3,200 2,500 7,200 
Trinidad Municipal Power........... 3,163 3,235 2,964 ab rors bis eek + ake ae ie age Ss baa 
Poudre Valley Rural Elec. Assn....... 4,500t 4,500 500 Tre wes Re noel = eae ire ie yi. 
Union Rural Elec. Assn............. 4,600 4,500 4,000 100 50 10 100 20 50 20 2 20 
Colorado Springs Dept. of P.U....... 32,600 31,367 3,000 a ree eee oe oe eee of - ON os a =e zt ee bie 
South. Colorado Power Co........... 42,242 41,601 2,725 1,800 600 150 120 600 300 20 ~=:1,200 2,100 750 250 600 
NEVADA 
Sierra Pacific Power Co............ 39,850 37,366 5,550 
Ely Light & Power Co............... 2,550 2,510 2,268 a 
Elko Lamoille Power Co............. 2,300 2,183 2,5121 eo ade ae ies eg 4 ss 
Southern Nevada Power Co.......... 30,000 28,277. ‘-:11,300 |} 2300 < 2,200 —> 1.400 500 «1 400 —«:10 150 4s 
Truckee-Carson Irrig. Dist.......... 2,062 2,062 jie i “¥ mre — “9 7 = 
NEW MEXICO 
New Mex. Electric Serv. Co.......... 9,984 9,569 3,320 953 150 50 2 335 bs ion 616 70 45 150 
Springer Electric Coop., Inc... . . 1,835 1,793 2,260 40 25 12 15 50 3 5 50 20 5 15 
Roosevelt Co. Elec. Coop., Inc........ 1,815 1,805 6,000 300 100 25 85 170 30 225 260 10 45 100 
The Raton Public Serv. Co......... 2,400 2,386 4,385 siete 40 10 50 i 
Public Service Co. of N.M......... 88,502 85,288 2,883 | 5,160 5,000 6,000 350 4,621 6 = 7,500 > 500 —‘1,800 





L=Last year’s figures 
+ = Limited 
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“figures include those of Telluride Power Company and the Western Colorado Power Company 
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PERCENT SATURATION 











: Room Evapo- Food Did Co. Plan To 
Refrig- Water Air Dehumid- rative Auto. Conv. Vacuum Dish- Waste  Tele- Merchandise In 
erators Ranges Heaters Freezers Condit. fiers Coolers Washers Washers Dryers Cleaners washers Disposers vision in 1960 1961 

93 37 5 30 33 1 2 34 41 12 83 4 4 91 No No 
85 38 40 25 35 5 50 40 25 15 10 10 75 Yes Yes 
97 ll 2 28 39 50 aa 5 + 5 3 85 No No 
% a. Se <- 81 > aoe oe 4 92 No No 
97 3 19 30 59 23 6 44 9 7 89 No No 
9824 Piss Me ae <- 81 > 9 7 is 80 No No 
98 19 2 17 24 30 30 10 3 3 87 No No 
93 31 8 26 27 12 .% 87 Yes Yes* 
‘ 21 1 32 24 a “. is 13 xg 1 Pe sf No No 
100 14 5 20 30 18 47 35 20 95 6 3 85 No No 
93 23 4 24 42 12 48 33 10 ag 5 5 85 No No 
96 24 6 17 20 85 65 a 12 70 22 22 60 Yes Yes 
100 28 l 18 100 58 23 13 17 19 100 No No 
em ae re ay a ais ms 4 ‘A rs RS uy ay: Yes Yes* 
98 24 16 28 36 21 48 5 8 68 11 16 91 No No 
cs ay "a8 a di, <M ye MR yi No No 
95 38 33 26 5 87 a, 8 8 90 Yes Yes 
95 25 1 19 34 38 61 9 7 87 No No 
92 13 1 24 44 60 11 10 11 87 No No 
REPORTING 
UTILITY PLANS 
PERCENT SATURATION ON 
MERCHANDISING 
Room Evapo- Food Did Co. Pian To 
Refrig- Water Air Dehumid- rative Auto. Conv. Vacuum Dish- Waste Tele- | Merchandise In 
erators Ranges Heaters Freezers Condit. fiers Coolers Washers Washers Dryers Cleaners washers Disposers vision in 1960 1961 
95 35 15 20 20 2 75 45 50 12 65 10 10 90 No No 
95 10 4 5 5 85 as “ae ae ia s 2 75 No No 
95 12 5 10 20 50 60 35 10 65 15 20 95 No No 
97 22 9 23 9 68 50 34 6 7 8 89 No No 
98 46 2 30 4 i 2 70 30 35 90 15 15 80 Yes Yes 
81 62 63 48 2 1 ee 62 22 24 80 14 4 74 No No 
98 42 16 5 a 2 9 30 i 93 6 4 97 Yes Yes 
3 70 40 60 70 60 10 10 10 10 70 10 30 No No 
70 60 40 10 10 60 10 60 = 9 
ae st es 0 0 
i. 6m. oR ‘=. =e No No 
98 85 83 42 12 20 68 30 56 98 14 14 80 Yes Yest+ 
90 80 70 60 30 40 60 70 Yes No 
No No 
No 
9 89 16 38 6 11 48 52 23 100 3 13 96 No 
% 61 28 23 10 55 33 26 92 9 11 92 No No 
80 60 50 20 5 7 15 80 10 80 2 4 80 No No 
Yes 
22 40 15 40 40 50 45 92 5 10 75 Yes 
. 10 10 1 i l 65 25 15 55 8 55 85 No No 
90 85 10 25 20 10 10 25 85 15 90 15 25 45 No No 
99 35 18 40 25 — 71 45 60 16 82 ll 10 25 No No 
92 45 3 25 1 1 2 70 20 30 96 10 3 a 1 
67 28 20 14 es es 
99 34 6 27 No No 
me a at ~ sig oa No No 
4 7: 2 1 * 10 85 3 70 2 10 85 Yes Yes 
: rH . : 3 i 55 30 15 95 5 15 80 No No 
95 24 1] 25 2 20 60 30 18 95 8 45 90 Yes Yes 
No No 
No No 
No No 
No No 
No No 
A: = ‘ sH ie i a No No 
%: * > 76 3 1¢ 45 40 75-10 5 ~—s- 80 No No 
90 35 20 75 2 10 50 
10 60 5 50 80 No No 
60 12 35 50 2 80 re a. on 
60 50 | No No 
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HERE'S HOW 1960 BUSINESS SHAPED UP REGION BY REGION 


R OF 
' DOMESTIC 1960 UNIT SALES OF ELECTRICAL APPLIANCES 
PACIFIC 7 re namie tata cam, NET Ke 
. ig- r ir Dehumid- . . r Vac 
(Estimate) letead Cue pan Pen a suite testers Freezers Condit. fiers Coolers Washers Washers Comb. Dryers Clee 
CALIFORNIA 
California Pacific Utilities Co.*...... 26,570" 26,570 6,300 am ee pa SS sali ee 1" < ee ape De 9 
Pacific Gas & Eelectric Co........... 1,627,000 1,572,610 3,430 | 115,000 < 80,000 > 15,000 42,000 19,000 ... 31,700 <—118,800 — 14600 49,200 
Dept. of Water & Power—Los A....... 789,250 765,940 2,565 | 69,055 < 9,700 > 800 6,031 ee ..- 51,138 2,710 xe ARO 81] 
- Burbank Public Service Dept......... 30,582 30,470 2,860 275 130 76 10 22 2? Aas sé 290 26 51 95 
California Electric Power Co.t........ 95,000 89,738 3,000 300 200 300 500 50 1,000... ee ces, 95 175 
San Diego Gas & Electric Co.......... 280,798 268,317 3,125 | 26,000 3,000 9,000 3,000 8,000 6,000 200 8,000 28,000 3,000 2,000 3,000 16 
Bureau of Electricity, Alameda. ..... . 14,800 14,411 2,550 250 300 300 5 200 eee fee 400 25 100 300 
Southern California Edison Co........ 1,409,000 1,353,046 2672 | 140,000 < 35,000 > 10,000 20,000 30,000 ... 50,000 Be eae ... 30,000 
Sacramento Municipal Utility Dist..... 138,842 128,749 4,244 | 13,576 4803 6,280 1,837 2,844 11,652 ... 5,375 14645 1,605 2,039 9,276 
Glendale Public Service Dept......... 44,850 44,109 2,700 Ee 900 400 15 eae eee a fer ae ees a 
Riverside Public Utilities........... 27,363 26,271 3,444 Ra eee. CSAS 25 oe ive agit ee oe, Wea 
imperial Irrigation District.......... 23,600 23,172 6,900 1,200 300 200 200 200 1,500 1,000 600 50 75 
OREGON 
Portiand General Electric Co......... 226,000 221,977 9,850 | 14,000 9,500 3,500 12,006 10,000 | Ries ... 14,000 1,500 2,000 13,500 
Pacific Power & Light Co............ 253,431 251,231 8,167 | 20,906 17,995 .... 11,086 12,004 oes Le. © 29,752 > 3,202 18341 
Lane County Electric Coop.......... 5,550 5,311 1,040 115 100 65 125 105 Sates 65 180 60 40 100 
California Oregon Power Co.......... 76,300 74,349 9,800 2,700 3,000 800 2,900 2,400 600 ... 1,400 4400 250 600 2,600 
WASHINGTON 
Puget Sound Power & Light Co....... 203,600 196,828 9,098 7,000 << 10,000 — 9,000 ils "3 .. Bee: coe 7 
Snohomish County P.U.D. #1........ 56,000 53,945 10,700 3,000 2,000 1,000 5,000 1,000 500 100 100 2,500 1,000 500 2,000 
ETON ee a as 208,566 207,872 9,205 CA a ea te <. e By ey ute ae is 
Tacoma Dept. of Public Utilities... . . . 56,500 55,993 10,150 6,250 7,250 3,100 3,850 1,750 Si aca ... 4230 1,200 1,150 5,500 
Pacific County P.U.D. #2........... 6,050 6,075 9,300 135 125 15 200 100 a 5 os 250 50 75 200 
Okanogan County P.U.D. #1......... 7,000 6,940 9,285 200 200 10 200 300 0-22: 100 300 50 50 300 
Clark County P.U.D. #1............ 29,900 29,465 12,500 1,750 1,250 350 1,800 1,200 500 15 ..  .aer ae 100 ~—:1,500 
inland Power & Light Co............ 7,370 7,265 12,000 § ea aa aes rps hates fires <a ‘ela ie we Seo was 
Mason County P.U.D. #3........... 5,850 5,831 aS 26 SRE 40 a sees Lal ao ree Be ie 
Grays Harbor P.U.D. #1............ 18,244 17,959 9,856 ee ee).) oo 406 aah gees ih, 2 ae Rear ae 352 
Chelan County P.U.D. #1........... 14,100 14,159 8,600 784 507 81 519 315 eee 67 693 194 143 274 
Grant County P.U.D. #2............ 11,000 10,747 16,000 iia aes wie 5 a eves a ‘ aie 
Lewis County P.U.D.#1............ 10,369 10,282 9,006 
Cowlitz County P.U.D. #1........... 18,500 18,500 14,200 ee eee tae em ii tae pe = cee me zi 
Washington Water Power Co......... 129,151 127,655 9,258 6,300 4,700 1,800 4,000 3,800 ideal ... 6,100 1,000 900 4,000 
HAWAII 
Hawaiian Electric Co............... 99,320 94,287 4850 § 11,500 2,000 4637 7,130 1,600 ee ... 14500 3,100 400 1,850 
Hilo Electric Light Co............... 14,400 14,608 3,050 680 < 325—-> 400 175 aa aos 450 250 20 80 
Lahaina Light & Power Co........... 1,260 1,265 3,350 Pes TNE Bw oe i 38 gee he ce “a 
Maui Electric Co., Ltd.............. 8,540 8,521 3,275 4644 < 304 282 98 me ie 470 67 nae 40 
BRITISH COLUMBIA 
British Columbia Elec. Co. Vancouver.. 252,550 246,794 4,870 9,670 = 63500 -> 5,260 2,960 ‘: ee ae 6,560 5,650 340 4,960 
British Columbia Elec. Co. Victoria.... 48,197 46,706 4,675 2,814 1,713 148 572 739 cae ieee .. 1a 75 555 
British Columbia Power Comm.".... . . 70,400 70,400 3,904 2,800 3,000 91 3,056 300 oe. ... 1,500 2,000 50 900 
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L=Last yeor's figure 
*=Merged with Southern Utah Power Co. 


T=Sales figures as shown are company sales only; dealer sales unavailable 


Consumer Electronics continueo 


was one of the most dramatic stories in the 1960 
year. U. S. makers sold some 4.5 million units 
for a near-million set increase over 1959. 

Japan again sold about 4 million pieces in 
1960 doing it with the shirt pocket portable 
mainly. Price depression hurt the Japanese 
market (see the Japan section of this report), 
but did clear out a heavy inventory of under- 
$20, off-brand sets. And Japan held a slight ad- 
vantage in the U.S. price brackets, being able 
to throw in accessories like batteries, ear plug 
speakers and carrying cases, while American 
brands were forced to charge extra for these 
add-ons. 


Price competition across the radio board took 
some of the glory out of U. S. industry’s 1960 
performance. The downward price trend forced 
by competition in the transistor portable area 
of the mix several model years ago, continued 
to infect other areas of radio production. 

About half the 3.3 million domestic-made 
table model sales logged by Electronic Indus- 
tries Assn., for instance, were in AM models at 
“under $15” where profits were already tight. 
Many competitors felt that the push to the low 
end was also aggravated by Admiral’s $9.95 
bonanza. Many others felt, however, that Ad- 
miral was pointing the way to next year. The 
Japanese, locked out of a larger share of the 
transistor portable market, are expected to push 
for tube radio sales with under-$10 price 
tickets. One U. S. maker admitted he was dust- 
ing off an old three-tube rectifier chassis in an 
effort to anticipate the Japanese. 


AM-clock-radios also continued to suffer a 
price depression. Factories had to give full fea- 
ture models at a $24.95 selling price in 1960, 
and many expected that the big move in 1961 
would be to full feature at $19.95. 


FM radio was the reaily big news. At the 
nine-month mark, production of FM and AM- 
FM home sets was 85% above 1959 and headed 
for a million-unit year at retail. (Add to this 
some 900,000 tuners in console and portable 
combos in 1960 and the rise of FM in two years 
becomes staggering.) 

Leonard Truesdell, president of Zenith Sales 
Corp. and one of the leaders in FM, reminds 
us that FM has only a 44% saturation currentiy 
and that new beachheads are being gained by 
FM. car radios, FM in clock radios, and tran- 
sistorized, battery FM portables. 

Granco’s Henry Fogel, long a preacher of 
the FM gospel, sees FM sets hitting 1.3 or 1.4 
million units in 1961. 

Fogel expects some softening in FM prices at 
the low end, however, but feels, too, that more 
variety in the high end will make up for low- 
ticket promotion. High-end prices will go up 
as the emphasis comes off simple FM sound 
in radios, he says. The FM listener will con- 
tinue to demand bigger speakers, will want tone 
controls, will accept clocks and might pay for 
wood cabinetry increasing the trade-up poten- 
tial. He feels they’ll eventually go for larger 
two- and three-piece multiplex radios (EM 
Week, Sept. 5, ’60, p. 8) after multiplexing in 
console tuners does the initial job of spreading 
the multiplex word. 

In multiplexing, one station sends out chan- 


nel A of a stereo program on a main carrier, 
and sends channel B, or the second leg, on a 
sub carrier. The listener receives the program 
through a stereo radio which unscrambles the 
sound, pushing one leg through one speaker, 
the other through a second speaker. 

The key to multiplexing is the electronic 
component which unscrambles the multiplexed 
(or scrambled) signal. It will be contained in 
a completely new type of radio set and in new 
tuner types. Conventional broadcasting will 
continue, however, as will production of con- 
ventional radio sets. Multiplex sets will re- 
ceive both straight and multiplex broadcasts. 

Currently, there are some eight scrambling 
systems. The Federal Communications Commis- 
sion will allow only one to be the standard for 
all and was to have chosen that system in early 
January, opening the gate for multiplex mer- 
chandise to enter the consumer market later 
this year. 

FM broadcasters will be the first to use the 
multiplex innovation, and FM will be the first 
radio area to produce sets. But, AM broad- 
casters may eventually use it too, opening a 
potentially huge replacement market to the 
radio manufacturer and dealer.. 


THE JAPANESE: A PRICE WAR OF THEIR OWN 


The flood of Japanese consumer electronic 
products shows no sign of subsiding. 

At home the Japanese are cranking up to 
produce 3.2 million black-and-white television 
receivers, 12,000 color sets, 12.3 million radios 
and 470,000 tape recorders in 1961. 

The government figures may be conservative, 
some EM Week sources indicate, and in some 
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REPORTING 
PERCENT SATURATION a 
ISING 
Food Room Evapo- : 
Vacuum Dish- Waste Tele- Refrig- Water Air Dehumid- rative Auto Cony on —— . 
, - : ; 4 V Dish- W. 
Cleaners washers Disposers vision erators Ranges Heaters Freezers Condit.  ifiers Coolers Washers Washers Dryers Closers iathers Pee en “ 1360." 1961 
38,000 46,000 167,000 | 9 2 io ig 3 oS ic) ee fe 
91292 7,086 a re gg 8g ke vie eee Cae RS 
a2 115 410 $9 27 3 i ee eS o 2 eu Ve No No 
See pia t 5 18 13 ap 36 ee ; 
16.000 4,000 + 10,000 45,000 9 10 ee 8 1 3 40 50 ‘0 85 : 20 ~—-80 ag % 
250 300 300 1,000 97 37 2 10 1 ot Re 55 35 18 97 5 5 98 No No 
25,000 ... 250,000 90 17 6 ne 8 18 sf ei 11 11 an 95 No No 
3,478 nr ee en = "4 26 17 31 73 18 35 13 21 95 No No 
ie Gee Ce ee a” 
95 40 28 20 30 aH 40 45 50 5 80 15 15 75 No No 
6,800 Eye 18,500 98 86 81 35 es : aa 66 31 48 15 92 

6,136 1,714 27,441 99 84 77 45 3 wd 8 60 40 43 os 12 ay 85 - - 
160 50 40 90 95 80 85 50 5 is 5 55 35 50 80 7 3 85 No No 
1,300 78 75 a < No No 
: a as alt 95 82 82 32 a ici vu 51 37 42 Be 10 3 85 No No 
00 2,000 500 3,000 = - va 16 3 | l 41 45 45 85 32 16 75 No No 
ae gine Sia rt se ci ue: i a ite oa pe = A No No 
2,200 2,000 15,500 98 we c 33 a a ps 55 47 54 100 22 18 85 No No 
75 25 25 150 80 75 75 25 a re re 30 30 25 65 10 2 40 No No 
200 25 25 250 90 90 90 25 10 a 10 40 40 40 80 10 5 80 No No 
1,200 400 300 3,000 97 90 85 30 l a " 55 35 35 90 10 5 90 No No 
: . oi oe iF ‘ ie oe No No 
i be “3 5 No No 
Seite: ais Bas i 80 82 22 se ae oe Ee dai 33 tS i a “4% No No 
300 156 128 585 99 84 83 23 7 i 7 42 57 19 81 6 2 85 No No 
a ba a ‘ a ‘a No No 
vs 4 ns ay oes re yi ee i a ‘i No No 
zis ee Fares 88 88 85 25 5 1 50 45 60 71 10 5 97 No No 
2,000 1,300 10,300 96 91 90 37 8 65 31 51 20 15 89 No No 
1,287 4,500 12,500 97 62 61 16 3 on Pe 70 21 13 65 10 11 96 No No 
200 75 75 850 97 57 54 38 2 “i a 48 41 7 48 7 6 75 No No 
x in oa oak ae = 7 i ‘a a T eis Ph ‘ai ‘a cs ae ee No No 
88 29 35 477 97 60 43 19 ay pa zi, 33 50 1 35 4 3 67 Yes Yes 
1,100 280 17,210 94 59 47 11 1 c “ 25 58 14 87 2 3 90 No No 
1,758 95 112 2,970 93 56 12 13 ey by 5, 22 79 8 1 1 92 No No 
5,000 50 30 No 












eas production may exceed estimates by Ja- 
pan’s Ministry of International Trade and In- 
lustry (more familiarly known as MIT). 

And once again, a sizable number of these 


oods will pour into the U.S. market. How 
many is still a question. 

Entering 1961, the quotas on transistor radios, 
vere provisionally set. Late last year the 
\merican Radio Importers Assn., which rep- 
esents most of the major U. S. importers of 
Japanese radios, asked that this year’s quotas 
be held at 1960 levels. 

But the Japanese, who voluntarily imposed 
‘ quota on radios with three or more transistors 
n 1960, were clearly worried over the impact 

organized labor in the new Kennedy ad- 
ministration. 

They feared that another shipment of 4 

llion radios (approximately the 1960 quotas, 
nich was never officially revealed) would 
‘art a movement within the Kennedy admin- 
‘ration to legislate some form of protection- 


Did last year’s quota work? That depends on 
» does the talking. Some major handlers of 
panese radios in the U.S.—Transistor World 
orp (Toshiba), Channel Master, Crown, for 
“xample—claimed that there were shortages, 
it they could have used more radios in the 
ristmas market. 
Others were dubious. “The quota was mean- 
gless to begin with,” they claimed, “because 
was set too high to be effective in the first 
ce. And the Japanese didn’t sell 4 million 


a last year either. It was closer to 3 
llion,.” 


JANUARY 23, 1961 


A price war on Japanese sets developed despite 
the quota. By July, wholesale prices, which had 
been sliding from the beginning of the year, 
were running as low as $12.50 for the six-tran- 
sistor models as importers dumped in metro- 
politan areas. By November, it was possible 
to buy off-brand sixes for as little as $10.50 
wholesale, although major importers struggled 
all along to maintain the price line. 

And prices on the six will drop again. Rough- 
ly, wholesale prices dropped from about $18 
on the sixes to $15 last year. Some importers 
forecast an average drop to $13 this year. 


American manufacturers are putting more and 
more price pressure on the Japanese. Entering 
last year’s final quarter, Americans had nar- 
rowed the price gap to new lows. Generally, 
American radios designed to list for $29.95 
were costing a distributor $19 and a dealer $24. 
The equivalent Japanese model handled by a 
major importer was not far under, going for 
$17 at the distributor level, $21 to the dealer. 


An attempted upgrade is ahead. Major Japanese 
companies—Hitachi, Sony, Toshiba, Matushita, 
for example—are all battling to upgrade their 
merchandise and to exploit areas not covered 
by the quota. 

You’ll see more effort in seven-, eight- and 
nine-transistor models, AM-FM transistor port- 
ables, two- and three-band sets. Miniaturiza- 
tion may have run its course because of speaker 
limitations. 

Within the next six months, the Japanese will 
materially expand their efforts in tube radios. 
Main target: AM-FM table models. 





You may see some effort in transistor clock 
table models with battery-operated clocks, 
coming in with lists ranging from $49.95 to 
$69.95. ‘ 

AM-FM transistor portables will get a strong 
push. Last year’s range of $69.95 to $99.95 may 
be cut to a $49.95-$59.95 level. 

What some importers of Japanese radio will 
be aiming for with increasing vigor, however, 
is the battery-operated cordless table radio. At 
$14.95, predicted one importer, this could 
eventually push out tube radios entirely. 

In television, the Japanese made their first 
real dent here last year with a 19-inch portable 
marketed by Delmonico International. 

The Japanese are in the process of acquiring 
Underwriters Laboratories approval for their 
TV and once this is done, this “slowly develop- 
ing” TV market could blossom more rapidly. 

The much talked about eight-inch transistor 
TV set is still an unknown quantity. 

Color television? Any sort of impact in the 
U.S. may be four or five years off. 

The price of a color television set in Janan 
currently ranges around $1,400, and the Jap- 
anese don’t figure to cut production costs 
enough to hit a competitive price until after 
1963. 

Tape recorders may provide another growth 
story. This year the Japanese plan to produce 
470,000; next year: 620,000. 

McGraw-Hill World News Bureau in Tokyo, 
in a year-end survey, found that Japanese tape 
recorder manufacturers hope to export 100,000 
units monthly to the U.S., but frankly expect 
some sort of. clamp-down or quota system im- 
posed by April. 
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1. Use it as a basic tool in forecasting your 
1961 goals. Before you can make any plans for 
the year ahead, you must have a clear idea of 
what business will be like—clear enough so that 
you can set a realistic goal for 1961. This sounds 
harder than it really is. The first step is to read 
the industry forecast on page 39. You’ll note 
that the McGraw-Hill Dept. of Economics pre- 
dicts an industry-wide gain of 3% in 1961. 
Simply apply this against your 1960 results. 
With this figure as a base, adjust up or down 
depending on local conditions. Take into ac- 
count any changes you plan to make in your 
business and also any special local problems 
(the level of manufacturing activity in your 
area, unemployment, etc.). Your chamber of 
commerce can fill you in on these conditions. 


2. Use it to set quotas on individual products. 
Now that you have an idea how big your over- 
all volume is going to be, the next step is to 
break this figure down into quotas for individual 
products. Work out a separate quota for each 
product by using the manufacturers’ guesses 
about next year’s chances for each product. You 
can find their preiictions and also valuable 
background information in the three market 
studies: Major appliances, page 50; consumer 
electronics, page 52; electric housewares, page 
54. After you’ve decided on individual product 
forecasts, average them out and compare that 
figure with the overall forecast you prepared 
in Step 1. If there’s too big a difference, you'll 
want to reconcile the two figures. 


3. Use it to establish month by month sales 
goals. Suppose you plan to sell 120 refrigerators 
in 1961. How many should you sell in January 
to be sure you’re setting a pace which will pro- 
duce 120 sales by the end of the year? How 
many in the first quarter . . . in the first half... 
and in each month of the year? The answer’s 
simple if you use the seasonal selling charts on 
page 48. Apply the percentages shown there 
against your year’s quota and you'll find you 
should sell seven in January and March, eight in 
February and 13 each in July and August. Work 
out these figures and you’ll always know wheth- 
er you're meeting your quotas. If you begin to 
lag behind this pace you can step up your selling 
efforts on this product. You'll find seasonal 
charts for 14 products on page 39. 


ELECTRICAL 






MERCHANDIS:. 


Here Are TEN Ways 
You Can Make 
This Issue Work F'or You 


4. Use it to spot changes in demand for spe- 
cific items. You could do this by close study of 
the Manufacturers’ Sales Chart on page 44—but 
you would need a comptometer, lots of time, 
and a great deal of background material. So 
we’ve made it easy for you by preparing de- 
tailed market studies on major appliances (page 
50), consumer electronics (page 52) and elec- 
tric housewares (page 54). Here you'll find all 
the latest trends outlined clearly and concisely. 
Read the electronics market study, for one ex- 
ample, and you’ll realize instantly how com- 
petition from Japan has altered the course of 
the industry—and why foreign competition will 
continue to be important in the year ahead. 


5. Use it in picking growth items to push dur- 
ing the year. Very few tables will ever tell you 
as much “at a glance” as does the saturation 
chart on page 42. Use it to make sure that you 
are devoting enough time and effort to capital- 
izing on low saturation, growth appliances. For 
example, it may seem to you that the dish- 
washer has been around for years and can’t re- 
ally be thought of as a growth product. If that’s 
the case, you’ll be surprised to learn that only 
7% of wired homes have this appliance—and 
you may very well want to devote more atten- 
tion to dishwashers. 


6. Use it as a yardstick measuring your sales 
results. Are you getting your full share of sales 
on each product you handle? There’s a simple 
effective way to get an answer to this vital 
question. Turn to the utility study on page 56. 
Let’s suppose your store is in Connecticut, that 
you’re satisfied that you’re getting your share of 
a staple business like refrigerators. Let’s also 
assume you sold 116 refrigerators last year. Now 
look at the summary chart on page 57 and you’ll 
find that Connecticut dealers sold 58 refrigera- 
tors per 1000 customers. For our purpose here 
forget the “per 1000 customers” phrase and, in- 
stead, consider 58 an an index to sales of other 
appliances. Here’s how. Since your 116 refriger- 
ators are just double the Connecticut refriger- 
ator “index” of 58, your range sales should also 
be twice the Connecticut index (or twice 30 
which is 60). Similarly you should sell 26 room 
air conditioners (twice the index of 13), 96 
automatic washers (twice the index of 48) and 
234 TV sets (twice the index of 117). Of course 
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your refrigerator sales won’t always be double 
the refrigerator index. But the principle is the 
same: secure a base percentage by working your 
refrigerator volume against the refrigerator in- 
dex for your state, and then apply this percent- 
age against the indexes of each product. 


7. Use it to check your trade-in operation in 
1960. Don’t just “accept” trade-ins—set up a 
plan for replacement selling which will enable 
you to handle this business intelligently. It’s 
easy, if you refer to the Replacement and 
Trade-in Survey on page 46. Here’s what to do. 
First, check the six-year table on page 46 and 
note how trade-in patterns have developed for 
each product. Use these patterns to forecast the 
amount of trade-in business you should expect 
to handle. For example, the chart shows that al- 
though 73% of refrigerator sales are replace- 
ments, only 44% involve a. trade. If you're 
accepting trades in three out of four sales the 
chances are that you’re “taking” trades you 
don’t have. Second, use the survey to find out 
how other dealers dispose of their trade-ins. The 
chart on page 47 shows that 66% of washer 
trades are resold. If you’re junking 70 to 75% 
you’d better double-check. 


8. Use it to keep up with what’s going on in 
the industry. Did you, for example, know that 
the big action in radio next year will be in FM, 
with customers going for the high end? Or that 
the stress in stereo lines will be on sound and 
furniture, not price? Or that the Japanese are 
aiming at the tape recorder market, producing 
470,000 units this year? Or that there will be a 
push by the TV folk to bring remote in at a 
lower price? Do you know that the hottest thing 
in refrigerators is the icemaker? Or where the 
action will be in the housewares marketplace? 
What do these developments mean to you and 
your business? You'll find the answers to all of 
these questions in the market studies on pages 
50, 52 and 54. Only after studying these prod- 
uct-by-product reports will you be ready to 
complete your plans for the year ahead—and to 
cash in on 1961’s profits. 


9. We’re making it easy for you to use this 
fact-packed Statistical and Marketing Issue. 
Whether you’re a dealer, a distributor or a man- 
ufacturer, it will serve as a statistical yardstick 
for everything you do during the year. That’s 
why you'll certainly want extra copies for your 
office manager, accountant, sales managers and 
everyone else on your staff who has any re- 
sponsibility for plotting your marketing plans 
in the year ahead. And you can get them be- 
cause... 


10. Extra copies of this 32-page report are 
available for only $1.50 each. Write: 


330 W. 42nd St., New York 36, N. Y. Quantity 
price discounts are available on orders of 10 
or more copies. Remember, though, the supply 
is limited. So if you want to be sure you'll get 
your extra copies in time to make plans for 
1961, write right away. 











Bonuses Can 


Backfire ... 


.. » if they look like an ob- 
vious tax dodge. To avoid 
trouble, be sure they are 
“reasonable” and not a “dis- 
guised dividend” 


Bonuses can stimulate sales and 
build employee morale and loyalty. 
They can also save you thousands 
of dollars in taxes by reducing the 
amount of your profits to be taxed 
at the high corporate rate. 


This is all considered fair play by 
the government unless you overdo 
it. Then the Internal Revenue Serv- 
ice may disallow or restrict the 
bonuses you tried to deduct. They 
will be added back onto your profits 
and taxed at 52%. Result: The 
bonus becomes a reduction in your 
profits after taxes, and not before 
them. 


To be approved by the tax men, a 
bonus must be “reasonable’”—that 
is, an amount that would be paid 
under similar circumstances by 
similar firms for similar services. 
This is the general rule, but when 
the IRS people get down to cases 
they ask five questions: 

e 1. Is the bonus fair in view of 
the training or skill required of the 
employee to perform the work he 
does? 

e 2. Is the bonus fair in relation 
to the other employees and the re- 
sponsibility required of the indi- 
vidual? 

e@ 3. Is the employee’s bonus in re- 
lationship to his contribution to the 
profits of the business? 

e 4. Are the conditions of work 
this employee performs out of the 
ordinary enough to warrant a bonus 
of this amount? 

e 5. Is the bonus plan for all em- 
ployees in line with the future pros- 
pects of the business? 


If you receive a “yes” on each of 
these five questions, your bonus will 
be allowed as a normal business 
expense that reduces your profits 
before taxes. 


Tax investigators are particularly 
demanding about the reasonable- 
ness of bonuses to minors—espe- 
cially if they are your childen. Sup- 
pose your child works with you 
part-time during summer vacation 
and makes a nominal amount, say 
$200-$300, for his time. At the end 
of the year you declare a $300 bo- 
nus for all employees and include 
your child in the plan. 

This bonus will surely be chal- 
lenged because it is not in a fair 
relationship to the amount of work 
the child did, his contribution to 
your profits, or the bonus received 
by other employees. 


The men from the Internal Revenue 
Bureau are also on the lookout for 
dividends disguised as bonuses. Sup- 
pose, for instance, you form a cor- 
poration with another business and 
you each hold half of the stock. 
There is a $50,000 profit at year- 
end, so you decide to pay a $20,000 
bonus to each of the stockholders 
and distribute the remaining $10,- 
000 as dividends from the profit of 
the corporation. 

Thus, the corporation would be 
taxed on its net profit of $10,000 
at the corporate rate. You and the 


JANUARY 23, 1961 





Don’t miss the play cause you don’t have a plan! 

















Here’s a plan that automatically organizes you 7 ways 
to score more sales...and at a profit. 


1. TORO PRODUCTS Whirlwinds (3 models 
less than $100 — bag included) © Sportlawn 
Reels © Sportsman, Pony, Colt Riders ¢ 
Power Handle (Lift-off engine). 


5. TORO ACCESSORY MERCHANDISING 
PLAN Dealer accessory merchandiser * gogep—a" 
Accessory kit © Lawn Vac kits ¢ Leaf \ssal 
cleaning kit © Leaf bag kit. pae.| 
6. TORO AUTHORIZED SERVICE DEALER PROGRAM 
2. TORO LOCAL ADVERTISING PROGRAM Local news- Parts program ° Promotional, program. 

paper, radio or TV ® Local co-op plan @ Tailored 7. TORO CONSUMER FINANCE PLAN Toro time. 
direct mail campaign ¢ Phone directory listing. ] 





You can’t beat a man with a plan. Sign up with the 
sales-building Toro Program Plan today. For full in- 
formation contact your Toro distributor or write to: 


TORO 


TORO MANUFACTURING CORPORATION 


3027 SNELLING AVENUE, MINNEAPOLIS 6, MINNESOTA 






3. TORO PROMOTION PROGRAM (April, 
May) “Lawn Games By Toro” booklet (Sup- 
ported by direct mail). 





4. TORO MERCHANDISING 
MATERIALS Spring display kit. 
Other display materials. 























other stockholder would be taxed . zz 
on your individual incomes, includ- | TELE VISIo N | 
ing the $20,000 bonus and a share of APPLIANCES a 


the $10,000 dividend after corporate 
taxes. 


You won’t get away with it. The 
amount claimed as a bonus must 
vary with the earning of the stock- 
holders, their contribution to the . ‘ 

success of the business, and what = 
would be a reasonable earning for 
other firms operating under similar 
circumstances. It must not have a 
direct relationship to the stock- 
holder’s investment. 

Setting up a formal policy on 
bonuses is the best way to avoid 
tax trouble. And write it down. 
That way you can show that the 
bonuses are a definite part of the 
business and were not given as a < 
last-minute attempt to evade taxes. “It’s very nice, but I’d like to see one that a child can’t operate .. .” 
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NEW PRODUCT TESTING 





assures quality performance 








¥ 





Years of average home use duplicated in a period of only a few weeks. ket, it will have been tested for more than a million wash cycles, to 
When the 1961 General Electric Filter-Flo Washer reaches the mar- assure maximum performance and dependability. 
70 
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1961 Genéral Eleétric 
Filter-Flo Washer 


proves top performance, 
} dependability in over 

Matches and bobby pins, nails and needles are among the elie 

many frig object which arepaed inthenew weber = MTOM wash cycles 


dispose of common objects which might slip through the 


¥" holes in the basket wall. Thus, major pump clogging 
problems have been eliminated. 


The most efficient, dependable washing machine 
ever to be produced by General Electric—That was 
the goal, set several years ago, for the new 1961 Filter- 


Flo Washer. 


Achieving this ambition has involved thousands of 
hours of test operation in the General Electric Home 
Laundry laboratories at Appliance Park in Louisville 
and in home use as well. 


Pre-production washers were assembled by hand, 
then put through exhaustive performance testing. In 
addition to work on these special pre-production mod- 
els, the testing program was continued and intensified 
with production models from the assembly line to as- 
sure superior performance and reliability. 

— Of major importance to the 1961 General Electric 
eaten ea Washer line is the new 12-pound capacity feature. 

Severe packaging tests help assure that the 1961 General Electric Filter- In order to prove the machine’s better washability, 
Flo Washer can withstand rough treatment in transit. Here, a crated even when loaded to this extra large capacity, numer- 
washer is placed on a moving ramp and slammed against a solid, sta- ous soil-removal tests have been run. Before-and- 
tionary wall, simulating the shock sometimes encountered in shipment. after readings of the highly accurate ‘“Reflectometer,” 
: . a device which indicates the degrees of soil removal, 
ee eee ee demonstrated conclusively that the 1961 Filter-Flo 
Washer will get every piece of laundry in a 12-pound 

load thoroughly clean. 
In the test laboratories, unbalanced loads of better 
than five pounds in the form of lead-filled canvas bags 
were used to make sure the new washers would oper- 
ate under extreme, unbalanced conditions, even in 

high-speed spin. 

In this test, washers had to maintain low vibration, 
highly important since many of them will be installed 
in or near living areas. 

When the 1961 General Electric Filter-Flo Washer 
line reaches the market, it will have given satisfactory 
performanceunder“‘torture-test”’ conditions equivalent 
to years and years of actual home use. General £m. 
Electric Co., Appliance Park, Louisville 1, Ky. 


Progress Is Our Most Important Prodvet 


20,000 slams—that’s the General Electric “lid test”’ to determine wheth- 
er the new Filter-Flo Washer can “take it.” Lids must not chip, crack or G a N t H A L e L t C T 5 ‘ C 
break; rubber guards must remain in good condition. 
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What Are Utilities Doing 


To Promote Electric Living? 


Whatever their individual rea- 
sons may be, utilities are contrib- 
uting substantially to the country- 
wide movement to “Live Better 
Electrically.” 

Replies received from 93 operat- 
ing utilities to an Ebasco Services 
Inc. questionnaire indicate wide- 
spread and enthusiastic approval of 
the Medallion Home program. 


Here’s how they go about selling 
the idea: 

e Builder allowances, ranging 
from $150 to $300, for Gold Medal- 
lion Homes, and $50 to $75 for 
Bronze, are offered for either ad- 
vertising or installation costs. Tech- 


nical assistance is given in the form 
of kitchen planning, heating and air 
conditioning designs, and wiring 
and lighting layouts. And coopera- 
tion with builders on model home 
promotion is practically unanimous. 
e Other assistance is rendered to 
important allies like architects, 
contractors, appliance dealers and 
realtors. Personal contacts, meet- 
ings, design help and advertising 
are the major types of assistance. 
e Customer-directed promotion 
shows a considerable amount of in- 
genuity and diversity on the part of 
these utilities. Understandably, dis- 
plays, exhibits and home shows are 
the. most popular forms of promo- 





tion, but home s<* ~7e is also given 
a great deal of importance. News- 
papers and radio are the media 
most frequently used in advertising. 
e@ Changes in rates to advance the 
all-electric concept were reported 
by a majority of the companies. 
The replies were split between new 
rates, promotional rate or rate 
change, and budget billing. 


Results of the program so far are 
encouraging. Nearly 80,000 Bronze 
and over 27,000 Gold Medallion 
Homes have been certified by re- 
porting companies to date. 


The next step is getting existing 
homes up to Medallion standards. 
The few companies that have tried 
reported moderate success to the 
survey made by the Ebasco market- 
ing services department. 









M6 


LD’S 


THE ALL NEW 


Shetland 


SWEEPER VAC 


LIGHTWEIGHT VACUUM CLEANER 


with disposable paper bags 


OR 





S 





72 


Women are tired of heavy, bulky, 
hard to maneuver appliances. To- 
day the trend is to lightness in vac- 
uum cleaners as it is in everything 
else. Modern-day homemakers, con- 
ditioned to eompactness and sim- 
plicity-of-operation, want a vacuum 
cleaner that is always available for 


instant use—that zips through its 
work effortlessly—that gives top- 
notch cleaning results. Like this 
easy-to-use Shetland SWEEPER 
VAC! With the Sweeper Vac, it is 
only necessary to plug it in, flick the 
switch, and guide it about its busi- 
ness. 











sales features?...you bet! i 


























HANDS WEED NEVER TOUCH 
DIRT . . . Entire Dust Con- 
foiner detaches for easy 
emptying and honds never 
touch dirt either with or 
without disposable paper bags. 


and there’s more ! 





* POWER-FULL FOR DEEP CLEANING 
* EASY 4-ROLLER GLIDE ACTION 


* FEATHER-LIGHT FOR QUICK TIDY-UPS 


SHETLAND SWEEPER VAC 


eS. ten 


GLIDES EASILY OVER DEEPEST 
PILE RUGS . . . Four wide 
rollers give easy-glide action 
and speed up vacuuming of 
all types of rugs ond corpets. quick, daily tidy-up or a 


GOES ANYWHERE IN THE 
HOUSE WITH ONE-HAND EASE 

. . Upstairs, downstoirs— 
even on the stoirs—for o 


regular deep-down weekly 
vocuyming. 


¢ DISPOSABLE PAPER BAGS 
* SWIVEL-NOZZLE FOR 
HARD-TO-CLEAN PLACES 











Shetland 


FINE FLOOR and RUG APPLIANCES 


PRODUCTS OF 


Shetland Industrial Park 
Salem, Massachusetts 


SHETLAND HOME CARE INSTITUTE 

























ALSO 
SEE THE 


Shetland Floor-Washing 
Sweeper Vac — 
vacuums rugs, washes 
and rinses floors, 
picks up the water 
automatically and 
dries floors 

retails at only $49.95 
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NOWHERE 
ELSE 


in the United States 
can you reach 


OUT OF 
10 


newspaper readers in 
a rich, million-plus 
metropolitan area 
with one newspaper 
at one low cost. 


ONLY IN 
wl 
Tht 


JOURNAL 


Only eight U.S. cities 
have a bigger daily pa- 
per than The Journal. 
And in none of these 





big markets can you 
get such complete one- 
paper coverage. 

When picking big 
newspaper markets re- 
member the best buy in 


buy-lines... 


THE 
MILWAUKEE 
JOURNAL 


375,950 daily — 513,647 Sunday 


Member of Million Market Newspapers, Inc. 
New York + Chicago °* Detroit 
Los Angeles San Francisco 
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OR 1961, ONLY WESTINGHOUSE SOFTENS THE SOUND TO 







aunt or Rttunp 

qk * >> \ 
* Guaranteed by @ 
Good Housekeeping 
7 ' a 





0 
745 apvenisto WE 


Compare the 1961 Westinghouse line 
with any other model on your floor. 
You'll find the Westinghouse quieter 
.. far quieter. That’s because a com- 
pletely redesigned fan in this year’s 
line cuts sound to a whisper. For in- 
stance, the 1961 Heavy Duty line has 
twice the air velocity of last year’s 
model with half the noise level. 
In the Heavy Duty line for 1961, 
Westinghouse offers 


POWER for cooling extra-large areas 
PLUS capacity for hot, humid climates 
PENETRATION for moving the cool, 

dehumidified air to 

the farthest corner 
See your Westinghouse Distributor 
for all the facts. You can be sure... 
if it's Westinghouse. 
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For 1961, the Westinghouse line is more 
than improved... 


ITS ALL NEW 


ssc 





— ae 


; 7H enn 
@ kad 
me 


The 1961 Westinghouse line has new, quieter 
compressors; new, rugged fan motors; new, 
high capacity blower wheels; new, larger 
cooling coils and trouble-free controls. In 
fact, there isn't much about the 1961 line 
that hasn't been completely re-designed. 





Westinghouse Diamond Jubilee 


For 1961, new exclusive fully automatic 
operation holds temperature within 





2 NOISE LEVEL 


For 1961, only Westinghouse 
installs in just 


3 DEGREES 60 SECONDS 


The 1961 Westinghouse is the first fully au- 
tomatic room air conditioner. Customatic 
Comfort Controli—found only in the new 
Westinghouse line—automatically controls 
the flow of cool air as room temperature chan- 
ges. Gives maximum dehumidification, too. 








When it comes to installation, the Mobilaire® 
has never had any real competition. The 1961 
model doesn’t either. Special window mount- 
ing frames make it the easiest to install—in 
any type of window. No (lifting or carrying 
either, thanks to the Mobil-Cart accessory. 


Westinghouse (~w) 











‘Temember..: 
the famous Hamilton 


“Wwoman-on-the-stairs” ? 


She introduced the most exciting new appliance of our time— 








the Hamilton dryer. Today—as she has for over 
two decades— the Hamilton ““woman-on-the-stairs’’ 
symbolizes the relief from washday drudgery enjoyed 


by over a million satisfied Hamilton customers. 








| 
more than ever before iy 


& 


you'll move up| 
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features and remarkable freedom 
from service worries. See them, 


them, as the quality laundry equip- 
ment of all time. 





19 59 -with sates mounting 


fast, and dealer-distributor profits fully 
protected—Hamilton proudly detivered 
its one millionth dryer. 

















a, 1953 -the efficient new Hamilton : 
= automatic washer joined the already-famous _ 
Se 














gas and electric dryers. 















1 946 —right after the war 


—Hamilton put its brilliant new dryer 
: into national distribution—a big, new 
Se : breakthrough in freedom from usual 


washday drudgery. 
a4 


a Ms 9 3 GS —tamilton developed 


. f aS and introduced the original automatic 
dryer, changing the concept of home 
laundering forever. 























AUTOMATIC WASHERS AUTOMATIC CLOTHES DRYERS: HAMILTON MANUFACTURING COMPANY - TWO RIVERS, WIS. 


)| }with VilaralE ee, 
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19 61-— promises new and 
_ Steady increases for Hamilton dealers, he 

with the laundry equipment line that — 

features significant performance 


compare them—then proudly feature — 
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TV Trade-Ins Are Profitable .. . 


... for Miami, Fla., retailer TV 
Joe, whose pay-as-you-see televi- 
sion business returns $250 for each 
used set. Losses are minor even 
though receivers are sold to the 
poorest possible credit risks. 


A trade is taken in for nothing since 
the price of new sets have enough 
play in them for the dealer to get 
his price with or without the used 
receivers. TV Joe’s used trades go 
out to purchasers on the basis of 
$10 down, $5 a week guaranteed 
for 48 weeks. 

In return the dealer guarantees 
a thoroughly operative television 
receiver or will provide service, 


parts and labor without charge dur- 
ing the full first year. There’s no in- 
terest or carrying charges. Says 
Joseph Rizzo: 


“Of the 150 to 200 trades we 
take in a month, we will sell 25 to 
50 outright, junk 25 to 50, and 
sell the rest on a coin meter basis. 
The buyer drops a quarter in the 
box for an hour’s viewing, and 
eventually they end up owning the 
set.” 


Rizzo has a large service depart- 
ment to keep busy. By the time the 
used TV is serviced completely and 
its cabinet is refinished it doesn’t 


cost him more than $30 to get the 
set out of his store and into a 
buyer’s home. 

The purchaser’s down payment 
of $10 goes to the salesman but, 
with the $5-a-week guarantee for 
which the buyer contracts, the set 
is paid for in four to six weeks as 
far as the dealer is concerned. Riz- 
zo comments: 


“What comes in the rest of the 
year is gravy. There’s always a lot 
more, usually $8 or $10, in the 


box each week.” 


If the used set buyer doesn’t drop 
in a coin, he still has to come up 





4 MARKET-PLANNED 
MODELS PRIGED 
$39.95 to $89.95 


MODEL 831 
PERSONAL 
COOLER 


ian 
ct 


MODEL 861 
DELUXE 
PERSONAL 
COOLER 


$49.95 ‘tobe 


MODEL 96 
VERTICOOL 
ROOM COOLER 


$69.95 


METALAIRE rem 
PRODUCTS 24} 
Division <2) UM 


McGRAW-EDISON 
COMPANY 
S6O So. 15th Street 
Phoenix, Arizona 
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MODEL 1061 DELUXE 
4 eel ele) Sam lele) Meiele]& 4.) 


$8995 _. 


The most exciting news in 
portable coolers .. . slim, 
smart, VERTICOOL styling! 
Custom-designed to fit among 
furniture. Self-standing . . . no 
table required. Luxurious 
walnut-grained finish of tough 
water-proof vinyl on galva- 
nized steel. America’s most 
beautiful portable coolers with 
eye-appeal that rings up sales! 


BOOST SUMMER PROFITS with the hottest selling line in portable 


cooler history! Pretested customer-choice styling! Established 
quality leadership! Full markups across the board! Sales-clinching 
features include: Automatic adjustable thermostat, 3-speed operation, 


patented Pivotrol all-direction grille, germ-proof Corobex self-purifying 


filter, hidden Tilt-Back water trough, separate pump and blower motors. 


All this, plus the most complete advertising and marketing program 


in the industry, to bring you greater sales and larger profits! 


(All prices shown are Manufacturer's suggested lists) 





GET YOUR SHARE WITH TRAVELAIRE! See your wholesaler or write ! 


The greatest name.in portable air coolers 





with the $5 a week. The buyer m: 
make up any difference in the bo 
less than the guarantee, but eve: 
thing in excess of $5 applies to th: 
purchase price. 


“Keep in mind the buyer usuaii, 
has such bad credit, he can’t ¢» 
out and purchase a set on time. 
Or he has no credit. In the end 
it’s the only way they can watch 
television. 

“I don’t have to worry about his 
credit, and ability to pay has 
nothing to do with it. All I have 
to be assured of is that he stays 
on a job for a year and lives in the 
same place. If he doesn’t decide 
to skip on me, I have nothing to 
lose. 

“Beggars can’t be choosers, but 
they can get a pretty good deal. 
The sets are really a better value 
than a new one because of the 
service policy. Actually they are 
in as good a condition as they can 
possibly be, for I'd be a fool not 
to fix them right. Otherwise we'd 
be out servicing those sets too 
often,” 


How bad are losses? Rizzo figures 
he loses one out of every 10 sets 
because purchasers skip town with 
it. His meter costs $6. One to two 
sets out of every 10 are pulled 
within the first three days because 
purchasers damage the coin box in 
trying to cheat, or the buyer calls 
for the set to be taken out because 
he’s cooled on the idea of pay tele- 
vision. 

In such cases, the down payment 
is refunded the purchaser at the ex- 
pense of the dealer’s salesman. Says 
Rizzo: 


“It’s better taking our loss right 
off the bat.” 


But if the set sticks in the buyer’s 
home for the first two or three days, 
it’s practically assured the deal is 
going to be all right, Rizzo has 
found. He adds: 


“Of course, you still have prob- 
lems. When they know they have 
a year’s service, they’re calling 
you out every couple of weeks 
even though we check the set 
weekly. 

“Sometimes they call you out 
just to get a picture if they don’t 
have a quarter because they know 
the service man will flip it on and 
they get a free hour’s viewing. 

“But over a period it works 
out.” 


Occasionally a plus sale occurs. 
A salesman, in writing up a cus- 
tomer for a used set, will notice 
the buyer can qualify for a new re- 
ceiver and proceeds to sell. him. If 
a serviceman develops a lead that 
turns into a sale, then he gets an 
extra $5 or $10 in his next pay 
envelope. 

However, a dealer can beat his 
head against a wall if he doesn’t 
have a few hundred sets out at one 
time on the pay plan. It’s only then 
he can rely on making a profit. TV 
Joe always has 250 to 300 sets out 
at a time. 

To reach this volume of business, 
Rizzo advertises his used TV set 
business over two local radio sta- 
tions at a total cost of $1,000 a 
month. 
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Mrs. Lee Flora, farm housewife of 

Carroll County, Indiana, for years clipped, 
kept and studied kitchen plans — 

before planning her own. 

The new Flora kitchen is a time and 

work saver, with high wall oven, wall 
hung refrigerator-freezer above a service 
counter, built-in range with cooking 
utensils in drawers underneath, mixing 
center, and toasters and small appliances 
plug in conveniently at service counters. 
The phone niche even has a switch which 
turns off the TV. set when a call comes in! 
Farm kitchens like the Floras’ are 
appliance centers, bring volume sales to 
appliance dealers. And there are 

enough of them to make a,big market! 
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And the best farm families, by all odds, are the 
subscribers to SUCCESSFUL FARMING. 

They need more appliances. Families are 
larger. They eat more and larger meals at home, 
entertain more at home, require more washing 
and ironing than the city woman. 

They own more appliances, are above U S 
average for wired homes in washing machines, 
vacuum cleaners, freezers, refrigerators, ranges, 
dryers, and ironers; and also in coffee makers, 
toasters, mixers, skillets, heating pads, irons and 
blankets. 

They can afford new appliances. Their 
holdings average more than 300 acres. They 
own more cars, trucks, tractors, cornpickers and 
combines than any similar size group of farmers 
in the world. Their estimated annual average 
cash farm income is 70% above the national 
farm average. 

They are building and modernizing homes at 
a rate which makes a huge appliance market. 
Among SF’s 1,300,000 subscribers, within the 
past three years— 70,000 (5%) have built 
new homes; 930,000 (72% ) have remodeled, 


Successful Farming 


Des Moines, New York, Chicago, Atlanta, Boston, Cleveland, 
Detroit, Los Angeles, Minneapolis, Philadelphia, St. Louis, San Francisco. 





For big ticket sales 


--- look to the best farm families! 


repaired or modernized homes; 310,000 (24% ) 
have improved wiring; and 980,000 (75%) 
have bought home furnishings. 

And because SUCCESSFUL FARMING has been 
helping farm families live better, work better 
and buy better for fifty-nine years, it has earned 
an influence matched by few media, a respect 
and confidence that wins extra reception and 
response for advertising. 

Lastly, SUCCESSFUL FARMING’s effectiveness 
is recognized by appliance advertisers. It carries 
more pages of major appliance advertising than 
any other farm magazine — ranks seventh among 
all national magazines! 

If you want your advertising to make more 
sales this year, put it in SUCCESSFUL FARMING. 
Any SF office will give you the details. 


12 State and Regional Editions 
used separately or in combination with the national 
editions, permit localized, seasonal, and special pro- 
motions; publication of price and dealer listings; new 
product or model introduction, product, coupon or 
copy testing; support for limited distribution. Use of 
more than one edition earns cumulative rates. Ask for 
details, rate card. 
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A MESSAGE TO AMERICAN 





INDUSTRY » ONE OF A SERIES 


How American Industry 
Points The Way To 
Sustained Prosperity in 1961 


Something new and very constructive is happening 
in American industry. It promises to add a major 
element of strength to business not only in 19€1 but 
right along over the years ahead. 

What is happening is essentially this. American in- 
dustry is planning to continue to invest heavily 
in new and better producing facilities in spite 
of the fact that it has an excess of capacity to 
produce its present range of products. And, by 
doing so, business is helping to shape a stronger 
American economy. For the continuation of a high 
level of capital investment by business is one of the 
most important keys to sustained prosperity. 

News of this major new development in American 
industry is provided by the results of the McGraw-Hill 
Fall Survey of Business Investment Plans for 1961 
and 1962, presented in detail at the right. The 
McGraw-Hill investment surveys, now in their 13th 
year, cover a broad cross-section of American industry. 

How American industry is aiming to go ahead with 
a big investment program in spite of its present burden 
of excess producing capacity is highlighted by the 
plans of manufacturing companies. The McGraw-Hill 
fall survey finds that, on the average, these companies 
are using slightly less than 80 per cent of their pro- 
ducing capacity. They would like to be using well over 
90 per cent. 


Dramatic New Departure 


If historic investment patterns were being followed, 
our manufacturing companies, with only about 80 per 
cent of their capacity being employed, would be cut- 
ting back new investment programs drastically, and 
cutting down prosperity in the process. But — and 
here is the dramatic new fact — they plan almost 
no cut-backs in their investment programs. They 
plan to invest almost as much (within 3%) in 1961 as 
they: are investing this year. And this year they are 
investing 19 per cent more than they did in 1959. 

There are two-major reasons why American 
industry is unwilling to let its excess produc- 





PLANS FOR CAPITAL SPENDING 
(Billions of Dollars) 


1958 1960 1961 1960-1961 1962 





INDUSTRY Actual* Estimated* Planned % Change Planned 
Iron and Steel $1.04 $1.52 $1.37 -—10% $1.18 
Nonferrous Metals 3 4 4 0 32 
Machinery a Is OIiN Oe 1.11 
Electrical Machinery 52 £2 68 +10 §3 
Autos, Trucks & Parts 4 89 S$ +717 1.02 


Transportation Equipment 
(Aircraft, Ships, R.R. Eq’pt.) 39 Al ai. 18 35 


Other Metalworking 88 37 & —2 87 
Chemicals 1.24 161 164 +2 1.59 
Paper and Pulp 63 15 8 —8 53 
Rubber 19 24 a 4 20 
Stone, Clay and Glass 53 63 SB —tT11 35 
Petroleum & Coal Products 28° 24 61 C+ 3 2.50 
Food and Beverages 82 M 8S +5 4 
Textiles Al 33 42 —21 40 
Miscellaneous Manufacturing 1.07 1.28 121 —5 1.13 
ALL MANUFACTURING 12.07 14.33 1393 —3 13.35 
Mining 39 A *® -—8 89 
Railroads . fo! 19 —2 83 
Other Transportation 

& Communications 469 520 461 —11 4.18 
Electric And Gas Utilities 567 589 6.14 44 6.01 
Commercial (1) 821 861 870 +1 8.54 
ALL BUSINESS 32.55 36.06 3507 -— 3 33.80 


*U.S. Department of Commerce, Securities and Exchange Commission, 
McGraw-Hill Department of Economics. 


(1) Figure based on large chain, mail order and department stores, in- 
surance companies, banks and other commercial businesses. 





ing capacity stall its investment in new facilities 
until the capacity is more fully used. One is that 
a lot of this capacity is obsolete and costly to 
operate. Increasingly rugged competition is creating 
a strong inducement to replace this antique capacity 


with modern, more efficient equipment which is widely 
available. 
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“‘R And D”’ Paves The Way 


The steel industry provides a good case in point. 
Despite an operating rate of little more than 50 per 
cent during the last six months, steel companies plan 
a total investment of nearly $1.4 billion in 1961. And 
though this is 10 per cent below their capital expendi- 
tures in 1960, it will still be the third highest year on 
record. 


incentive and wherewithal to continue a vigorous pro- 
gram of new investment. In addition, if price inflation 
were to begin surging again, it would eat away the 
power of depreciation reserves to purchase new plant 
and equipment. 


The allowances now permitted American industria’ 


firms for the depreciation of their producing faciu- 


ties are lower than those made in any of the industrial 





Billion Dollars 
35 


28 


21 


14 


1956 1957 1958 





CORPORATE CASH FLOW 






Retained Profits 


1959 1960 1961 
Source: U.S. Department of Commerce; McGraw-Hill Department of Economics 


Depreciation 











Also, new investment is required to tool up 
for the manufacture of the new products being 
spawned by the continuing boom in industrial 
research and development. This year, we are 
spending about $13 billion (that’s billion) for all re- 
search and development, about $9.6 billion of it 
through industry.* And out of it is coming the “know- 
how” for a veritable flood of new products, processes 
and equipment, most all of these calling for new pro- 
ducing equipment. Next year, American manufacturers 
plan to get 12 per cent of their sales in products that 
did not even exist four years ago. 


Key Role Of Depreciation Reserves 


A major reason why American industry can 
combine the desire to carry out big new invest- 
ment programs with the necessary financial ca- 
pacity to do it is to be found in the growth of its 
reserves for depreciation. This year, (1960) , busi- 
ness has been in a squeeze between costs and the prices 
it could get for its products, This cost-price squeeze 
has reduced profits sharply. The total of profits for the 
year will be down about 5 per cent. 

Allowances for the depreciation of existing plant 
and equipment, however, have continued to rise. The 
result is that the so-called cash flow of corporations 
(their retained profits plus their allowances for depre- 
ciation) is the same this year as last. And this cash 
flow, shown in the chart above, makes a decisive con- 
tribution to financing new investment. 


Inflation Would Be Deadly 


If the sort of profit squeeze that has prevailed this 
year were to become chronic, it would blight both the 
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countries with which we are in increasingly tough 
competition. More adequate allowances would speed 
up the job of modernizing American industry. An 
earlier McGraw-Hill survey indicated that it would 
cost only slightly less than $100 billion to bring our 
nation’s plant and equipment up to date. 


But at this juncture, American industry’s 
eagerness and capacity to maintain a high level 
of investment capital is adding a great new ele- 
ment of constructive strength to the nation’s 
economy. 


*The significance of this boom for American industry is ana- 
lyzed in a new McGraw-Hiil book, “The Research Revolution” 
by Leonard Silk, Economics Editor of Business WEEK. To- 
gether with other new business investment trends the “R & D” 
boom also constitutes a key part of another new McGraw-Hill 
book, “New Forces in American Business” by Dexter M. 
Keezer and associates — the November selection of the Busi- 
ness Book Club. 





This message was prepared by my staff asso- 
ciates as part of our company-wide effort to re- 
port on major new developments in American 
business and industry. Permission is freely ex- 
tended to newspapers, groups or individuals to 
quote or reprint all or part of the text. 


Aoucta Untbram— 


PRESIDENT 
McGRAW-HILL PUBLISHING COMPANY 
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WESTCLOX 


Do business with Westclox and you do business with the world’s largest manufacturer 





of timepieces. New products, new styling, new models and new improvements continue 
to keep Westclox out front. Effective national advertising plus dynamic merchandising 
helps you bring in traffic and make sales. The Westclox strong Fair Trade position 
protects your profit, supports your prices, offers customers honest values. Every 
Westclox sale is backed by a factory guarantee of performance and a national service 


network. So, go Westclox. Do as most Americans do... Depend on Westclox! 


er depend on WESTCLOX 


MAKERS OF BiG BEN © LASALLE-PERU, tLLINO'TS 
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Philco announces 


The only Full Coverage 
Nationwide Television 
Service Guarantee 








You can now sell every new 
1961 Philco TV Receiver 


WITH A NATIONWIDE 


9O0-DAY 


Parts plus Service 
Labor Guarantee 


at no extra cost to your customer! 




















No other manufacturer has the proved reliability in their “Service is Nil or We Pay the Bill” 


rig > With this Nationwide Service Policy, Philco takes the final step to protect 
television receivers to offer SERVICE LABOR and the usual parts your Television profits...the step that conclusively demonstrates its 


7 confidence in the dependability that is built into Philco television sets 
guarantee for 90 days ON A NA TIONWIDE BASIS ff ... the step that truly saves you and your customers service headaches 
and expense, not by words, but by deeds! 

This first, uniform, Nationwide Service Policy is made possible by the 
me ° pi spectacular record of reliability of Philco’s exclusive, patented Cool Chassis 
*K | Effective Immediately | Every 1961 Philco Console, Table TV Construction and by a Nationwide Philco Factory Supervised Service 
-s = : vane Organization whose 30,000 Independent Service Technicians are prepared 
Model, Compact or Portable Television Set’sold will be serviced anywhere to render prompt, efficient service wherever Philco products are sold. 
in the United States—by an Authorized Independent Servicing Dealer or 
Authorized Independent Serviceman in the customer’s home (or Portables What this means to you: 


sos t ; l r. any time within Now, for the first time, the Phileo Dealers’ Authorized Service Department 
carried-in) free of extra cost for parts or_ service abor, any can service Philco Television Sets— 


90 days after purchase. This is in addition to the full one year warranty e on the display room floor 
on the picture tube. e in the customer’s home (or-Portables that are carried to the store!) 
... at Philco’s expense! 


For the non-servicing Philco Dealer, Authorized Independent Servicemen 
will cover all the above service functions at Philco’s expense. 




















Contact your Philco Distributor immediately for details on this 
great new Philco Service Program which will be nationally 
advertised soon in LIFE, POST, READER’S DIGEST and TV GUIDE! 





FOR THE POLICIES THAT PROTECT YOUR TELEVISION PROFITS...YOU NEED 
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Famous for Quality the World Over 





Five Reasons 
Why 
| This Trademark 








the oice 





| Means 





Business 




























l SP ECIALIZATI ON V-M concentrates on just one 


portion of the electronics industry—Sound Reproduction! As the manu- 
facturer of precision record changers, phonographs and tape recorders, 
we have attained our brand reputation through consistent research re- 
sulting in products of character which accomplish their purpose and 


accomplish it well. 


2 BRAND NAME ACCEPTANCE 


For many years the V-M Corporation brand name has been exposed to 
your prospects and customers. Discerning music lovers know that V-M, 
“Voice of Music” products meet and exceed their individual standards 
and requirements. Demand for the prestige benefit of the V-M brand name 
is a result of the confidence of dealers and the satisfaction of customers. 
These are the watchwords which V-M Corporation heeds most stringently. 


3 QUALITY OF PRODUCT ousity consot a 


every step of the manufacturing process results in the greatest honest 
value it is possible to produce in any price range. Only selected compo- 
nents and choicest of coverings and wood finishes are used in V-M 


products from superior performing portables to magnificent consoles. 


Recognition of fine- 
furniture design is evidenced in the award-winning V-M Model 1002— 
the “Stereo/Fidelis’ (. . . the recipient of the Certificate of Exceptional 
Merit from the Mahogany Association, Inc.) This is typical of the man- 
ner in which V-M achieves perfection in all of its products. Other V-M 
consoles carry the coveted tags indicating certification by and compliance 
with the rigid requirements established by the Mahogany Association 
Inc., the American Walnut Manufacturers Association and the Fine 
Hardwoods Association—further dramatic proof of innate V-M quality! 


To support V-M dealers and inform consumers is a V-M first principle. 
Extensive V-M coverage is found in national magazines, newspapers, ; 
billboards from coast-to-coast and on radio and TV. 








WHEN YOU SELL VM YOU PROMOTE YOUR OWN PRESTIGE 


j 
= ® 4 
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* Diversity of Line « Distinction of Design ¢ Quality of Performance 
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V-M CORPORATION * BENTON HARBOR, MICHIGAN 


Known for the Finest in Record Changers, Phonographs and Tape Recorders 
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NEW 
PRODUCTS 


FEATURES THIS WEEK 


Zenith 1961 TV and stereo lines e Coolerator and 
Comfort-Aire air conditioners e radios by Portalarm 
and Transmobil e Fisher and Garrard stereo com- 
ponents e Manitowoc freezers 


Va 











GAY SNOOZ ALARM 


G-E Clocks 


Four low-priced clocks for January 
selling are announced by G-E. 
Decorator kitchen sunburst clock has 
metalized colors of chrome with white, 
or yellow and copper with white. 
Starter has luminous dial and choice 





DECORATOR 


of pink, beige or antique white. 
Gay Snooz Alarm has repeat alarm, 
comes in pink, sandalwood or blue. 
Keynote hangs on wall or stands on 
shelf; pink, yellow or white. 
Prices, Decorator, Gay and Keynote, 
$5.99; Starter, $4.99. G-E, Clock .and 
Timer Dept., Ashland, Mass. 





ZENITH Announces 
1961 TV and Stereo Lines 


1961 TV Line 


A major development in Zenith TV 
is the Gold Video Guard turret tuner 
that has 104 contact points made of 
16k filled gold alloyed with platinum 
and silver for the finest picture re- 
ception in every signal area—weak 
and fringe areas included. Built with 
a “Perma-Set” control on front of 
set, it eliminates need for serviceman 
to fine tune set. User can “peak- 
tune” each channel for best picture 
without affecting other channels— 
and each stays “peak-tuned.” It can 
be re-adjusted if set is moved. A spe- 
cial filtering system filters out police, 
and other unwanted signal inter- 
ference. 

The Service-Saver chassis is hand- 
wired and soldered—no printed cir- 
cuits. Contact points are mounted in 
channel strips made of glass-filled 
alkyd material that is durable and 
almost impervious to drift-causing 
moisture. The tuner has provision for 
field conversion to UHF and accom- 
modates up to 4 specially-designed 
UHF channel strips at extra cost. 

Tuner is compact, lightweight and 

standard equipment in 19 basic 
models, including portables, table 
sets, consoles and combinations; 10 of 
these also feature the built-in Space 
Command remote control «system. 
There are a total of 39 basic models 
in the TV line; 19 complete with 
Space Command. 


1961 Stereo 


The 1961 stereo line offers 3 portables 
ind 16 single cabinet consoles; 5 de- 
luxe consoles are equipped for ex- 
tended hi-fi stereo and extended 
ound reverberation. 

Featured in the stereo line is the 
Stereo Professional, a home console 
jesigned expressly for stereo rec- 
ords. It is available in 6 console 
phonos and 1 TV-radio-phono combi- 
nation. It operates with the same pre- 
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cision automatically and manually 
and plays all 4 speeds of monaurals 
with fine reproduction quality. Uses 
precision-designed components and 
isolates them 1 from another by rub- 
ber “cushions”; motor assembly 
“floats” on rubber grommets; turn- 
table has a belt drive molded from 
rubber and is precision-ground to 
absorb pulsations. The turntable meas- 
ures 11% in. in diam. and supports 
even LP records with no over-hand 
or record resonance. 

A new Custom Cobra tone arm is 
precision-designed for accurate verti- 
cal and horizontal tracking. Tone arm 
applies 6 gr. uniform stylus pressure 
to the stereo record groove. It is also 
spring-biased vertically and laterally 
so it can be picked up by hand. 
Comes complete with a high compli- 
ance dual needle cartridge with a .7 
diamond and 3-mil. sapphire tip. 

Other features include a 45 rpm 
spindle built into turntable; a “feel- 
er” bar that functions magnetically 
—as a sensing device, it “tells” the 
tone arm what size records are on 
spindle. 

Highlighted in both TV and stereo 
lines are seiecited, matched and 
worked woods in styles of Danish and 
Scandinavian modern, American mod- 
ern, French and Italian provincial, 
Early American and traditional. 


Outstanding Innovations 


Pictured here are the two new fea- 
tures in the Zenith TV and stereo 
lines introduced this month to distrib- 
utors and dealers. 

To the left, below, is the Gold 
Video Guard turret tuner, shown cut 
away from the set. Gold-filled pre- 
cision contact points are visible in 
this picture. 

Directly below is a photograph of 
the new Stereo Professional turn- 
table, showing Zenith’s unique flip- 
up 45 rpm spindle. Zenith Sales Corp., 
6001 W. Dickens Ave., Chicago 39, Il. 





MANITOWOC 1961 Line 


Manitowoc announces its 1961 Im- 
perial line. 

Five upright freezers feature “Frost- 
Away” ‘defrosting: flick of toggle 








switch turns on reverse cycle; re- 
movable bin at bottom catches melt- 
ed frost. Other features include wrap- 
around freezing; adjustable, remov- 
able shelves; constant temperatures; 
no frost on shelves or food; high 
density Fiberglas insulation; square 
flush styling. Capacities: 15 cu. ft. up. 
Chest models FCG-170 and FCG-210 
have 16.61- and 20.57-cu.-ft. capacity; 
tamperproof control dial; automatic 
built-in interior light. 

Two-zone refrigerator-freezers have 
easy-reach, pull-out aluminum refrig- 
erator shelves; big capacity ice cube 
tray in freezer; straight" line, built-in 
or add-on styling; left- or right-hand 
doors; push-out latches; self-defrost 
refrigerator with controlled humidity; 
separate controls for freezer and re- 
frigerator; 1 pull-out basket. Mani- 
towoc Equipment Works, Manitowoc, 
Wis. 





COOLERATOR 1961 Air Conditioners 


Powerette series of small-sized mod- 
els for casement or standard win- 
dows, a changed Compact series for 
standard installation and changes in 
the humidifier line, are announced by 
Coolerator for 1961. 

In the Coolerator central air con- 
ditioning systems, there are improve- 
ments in the series designed for small 
commercial and residential installa- 
‘tions to a 2-hp remote air-cooled 
condensing unit with matching coils 
and a remote heat pump unit in the 
2-hp models for year-round comfort. 

Two-speed operation is standard on 
the 1961 line; a new front-mounted 
control panel offers convenience and 
eye appeal. 

The Custom series is comprised of 26 
models; half are available with Lec- 


COOLERATOR COMPACT SERIES 





trofilter. All have such features as 
automatic thermostats; 4 rotary di- 
rectional louvres providing no-draft 
cooling; 2-speed operation; quiet per- 
formance with centrifugal evaporator 
blowers; fresh air intake and exhaust 
and a special fresh air filter, plus 
easy-to-clean foam filter with a ger- 
micidal additive. On the 2- and 2%- 
hp sizes, there is a new 40w heating 
unit built into the base pan under the 
evaporator coil, which acts automati- 
cally to prevent condensation on out- 
side. 

Powerette models are powerful, giv- 
ing to bedrooms, nurseries, dens and 
other smaller rooms features of larger 
units. Available in 2 models: 4,000 
and 6,000 Btu, they are adaptable for 
casement windows or can be fitted 
with standard mounting kits for con- 
ventional windows up to 40 in. wide. 
The Powerette models have automatic 
thermostats, 2 rotary, no-draft grilles, 
permanent filter with germicidal ad- 
ditive and the 6,000 Btu model has 2 
speeds. The front grille panel pulls 
out like an oven door and filter lifts 
out. 

Compact series in 12 models features 
reverse cycle in 2 models. All but the 
6,000 Btu model have 2 speeds; new 
are 4-directional louvres; the Com- 
pact series fits even narrow windows 
flush with sill inside with no over- 
hang outside. 
Humidifiers for 1961 feature a new 
float control which registers from 
empty to full on automatic humidi- 
stat for individualized control, a 
built-in safety feature; a proven 
pump system which provides a water 
wall that washes as well as humidi- 
fies dry air. Capacities range from 
5% to 8% gal. Albion Div., McGraw- 
Edison Co., Albion, Mich. 
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SCOMPORL-AIRE” WARDO MODELS 
COMFORT-AIRE 
1961 Air Conditioners 


Comfort-Aire announces the addition 
of a complete line of room air con- 
ditioners to its 1961 line. 

Features include easy-to-read con- 
trol panels, decorator colors of Corn- 





ith blue and silver beige with metal 
decor grille. All have solid welded 
construction of rust-proofed cabinets 
and vibration-free mounting kits; 
quiet operation is assured by unique 
air chamber insulation and a styrene 
molded inner base drain pan that pre- 
vents water drip and gives positive 
moisture removal. 

A 2-speed fan, thermostat and air 
deflector wheel provide full range 
air control. “Scottfoam” permanent 
filters and slide out chassis are 
standard. 

The line is highlighted by “Alaskan,” 
No. W-220, which delivers full house 
capacity of 22,000 Btu/hr. This unit 
measures only 19 in. high, 27 in. 
wide, 32 in. deep. It can be installed 
through-the-wall or in window, for 
cooling apartments, offices or homes. 
Comfort-Aire No. CW-881 delivers 
8,800 Btu/hr.; designed for installa- 


tion in casement without cutting 
glass or window; pushbutton control 
panel aliows full flexibility; styled in 
cinnamon brown and sand beige. 

No. W-901, a 9,000 Btu/hr. compact, 
is 15% in. high, 24 in. wide, 17% in. 
deep. Decorator styled in Cornith 
blue and silver beige with positive 
thermostat, 2-speed fan; air exhaust 
controls plus air deflector wheel, pro- 
viding cooling through room. 

No. W-903 is available in 7.5 amp, 
230v. 

No. W-701 has 7,000 Btu/hr., 115v, 
7.5 amps; plugs into regular outlet. 
It also has thermostat; 2-speed fan, 
and is styled in Cornith blue and 
silver beige.: 

No. W-501, 4,000 Btu /hr. portable, 
has tuck-away handle, quick in-and- 
out window mounting. Heat Control- 
ler, Inc., Losey at Wellworth, Jack- 
son, Mich. 








WRIGHT Cooler-Purifiers 


A new cooler-purifier, AP1330, which 


purifies and deodorizes the air as it, 


cools is added to the Wright 1961 
line. Also new are 3-speed pushbut- 
ton switches, an automatic thermo- 
stat on top 2 models; and a new econ- 
omy model spot cooler, No. 1250. 
AP1330 cooler-purifier can be used 
as a purifier only, without cooling. 
Top model AP2220, twin blower unit, 
combines capacity to cool a complete 
room with activated charcoal air fil- 
ter; AP1880 is similar with less ca- 
pacity. Air passes through an acti- 
vated charcoal purifier in rear of 
cabinets, ridding air of smoke, smog, 
cooking odors. A honeycomb design 
filter is used for greater absorption 
area. 

AP2220 and AP1880 have fingertip 
NO. AP1330 


air volume control; temperature 
changes operate on-off switch auto- 
matically through an _ adjustable 
thermostat. 

Other features include Germ-Gard 
cooling filters; decorator-designed, 
vinyl-clad galvanized-steel cabinets; 
adquadial cooling-ventilating control; 
convenient top filling; flow-guide di- 
rectional grilles; multi-speed motors; 
level indicator and recessed carrying 
handles. 

Germ-Gard cooling filters are chem- 
ically treated with HY-35 germicide. 

A budget-priced spot cooler-venti- 
lator No. 1250 completes the line of 
portable coolers for 1961. It has rust- 
resistant galvanized-steel cabinet 
baked enamel finished. 

Wright also makes a cooler for use 
in the auto, home or motel room. 
Prices, from $89.95 to $29.95 for No. 
1250. Wright Mfg. Co., Phoenix, Ariz. 
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COMFORT-AIRE 
1961 Dehumidifiers 


The 1961 “Comfort-Aire” dehumidi- 
fier line will feature complete resty]- 
ing of the Deluxe series and the ad- 
dition of a new %-hp model. The 
Special series will continue in the 
line. 

Deluxe series DH-31 and DHA-31 
have 1-piece wraparound design; 
beveled front in which is inset the 
decorator bar design grille. Two-tone 
styling of sand beige and Olympic 
white gives a pleasing appearance. 
The scroll “Comfort-Aire” name is 
mounted on the mahogany vinyl front 
panel. 

More efficiency in operation has 
been achieved by lengthening the 
spiral aluminum’ evaporator and 
changing the condensor to a finned 
radiator type; fan has been increased 
in size; a new type shroud provides 
better air flow for more positive de- 
humidification. 

New DHA-40 %-hp has an auto- 
matic humidistat; other line features 
of the complete line include styrene 
water collector bucket, casters, porta- 
bility and direct or remote drain 
connections. Heat Controller Inc., 1900 
Wellworth Ave., Jackson, Mich. 
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They came...they saw...they bought... 








OUTSTANDING... 
in Quality, Features 
and Design 
The ‘“‘Imperial’’ 14 with Magic- 


Matic Moist Cold Refrigerator and 
true. Zero-Zone Freezer e 


Section with Automatic Defrost e 











| Storage Door plus many other 
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CORY Perc ’n Cool 


Cory’s Pere ’n Cool does double duty: 
perks 4 to 8 cups of coffee or other 
hot beverage; also makes it possible 
to serve ice coffee, iced tea, punches 
and other chilled beverages. 

For serving refreshing cool beverages 
an icing tube is provided. The tube 
is filled with water, and placed in 
refrigerator unit until frozen; or it 
can be filled with ice cubes, crushed 
or chipped ice. It cools the beverages 
without diluting them. 

Comes in a new self-selling colored 
display carton. 

For serving iced coffee the manu- 
facturer recommends that the coffee 
should be held until it reaches room 
temperature before inserting the 
icing tube. 

Price, $9.95. Cory Corp., 3200 W. Pet- 
erson, Chicago 45. 





RUBBERMAID Mats 


Rubbermaid announces new alumi- 
num-topped rubber Stove ’N Counter- 
top mats. The rubber bottom of the 
mat withstands oven and broiler heat 
from beneath, clings to enamel, wood 
or composition and cushions finishes 
against scratches. The top, of heavy, 
textured aluminum foil, coated with 
a hard acyrlic film, tolerates the hot- 
test pots and pans, and presents a 
durable work surface. 

Three functional sizes of the new 
mats fit any work area on stove or 
counter top. The largest, 16x20, the 
medium 133%4x19% and the small 7% 
x19. 

Colors available include red, yel- 
low, pink, turquoise and sandalwood. 
Prices, $3.98 for the largest; $3.69 for 
the medium; $2.49 for the small. 
Rubbermaid Inc., Wooster, Ohio. 








FASCO Range Hood 


Fasco’s Electro-Filter range hood is 
duct-free and prewired. Series 62 is 
a self-contained air filtering unit with 
a multi-step electronic filtration sys- 
tem. It consists of an aluminum grease 
filter and removable electronic plates; 
2 75w light bulbs; powerful Fasco 
fan; available with copper or stain- 
less steel finish in 24-, 30-, 36- and 
42-in. lengths. Fasco Industries, Inc., 
Rochester 2, N. Y. 

















ANDREA TV 


“Town and Country” is a 19-in. port- 
able TV, slim with concealed built-in 
telescopic dipole antenna; 24-tube 
performance; power transformer; 
bonded-shield 19-in. Pan-O-Ramic 
picture tube. It incorporates a hand- 
wired, hand-soldered chassis. Avail- 
able in beige, painted on metal, or in 
charcoal-grey fabric covering. 

Fontainebleau 23-in. console with 
French provincia! styling has sliding 
tambour doors; has 26-tube perform- 
ance chassis with power transformer; 
hand-wired circuits and the new 23- 
in. Andrea Pan-O-Ramic bonded- 
shield picture tube; hi-fi sound is 
provided by 3 large speakers, a sound 
chamber of correct design and size 
and a cabinet of hardwoods and se- 
lected mahogany and walnut veneers; 
mahogany, fruitwood, antique white. 


Royal Theatre is custom crafted 23- 
in. TV set, AM-FM simulcast radio- 
tuner, stereo hi-fi phono. It features 
a total of 38 tubes including multi- 
purpose types; 40w push-pull ampli- 
fier; 6 large speakers; 3-speed Gar- 
rard automatic record changer; 3 spe- 
cial built-in antennas; mahogany, 
walnut or fruitwood finishes. 

Prices from $230 to $1,295. Andrea 
Radio Corp., 27-01 Bridge Plaza N. 
Long Island City 1. 


THE ROYAL THEATRE 
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TOASTSWELL 


Oven-Broiler 


This trimline chromeplated portable 
oven may be changed from oven 
to broiler by moving removable 
sealed element from bottom to top; 
comes complete with thermostatic 
probe plug, racks and broiler pan; 
11 in. high, 13 in. wide, 13% in. long; 
operates on 115v, 1450w. Price, $44.95. 
The Toastswell Co., 620 Tower Grove 
Ave., St. Louis 10. 

















Get on the PROFIT WAGON 


The Marquette-Zenith “protected profit’’ plan offers 
you a new approach to today’s competitive appliance 
selling. It’s tailored exclusively to your operation—to 
help you make a fair profit on every sale. 


SWITCH TO MARQUETTE-ZENITH “PROTECTED PROFIT” SELLING 


® Exclusive Brand Franchise for YOU on which 
you control your own prices, and profit. 


@ No dealer down the street can undercut 


YOUR price on the same brand. 


-® YOU get all new 1961 appliances with 
exclusive features and lower prices because 
of our low overhead and streamlined distri- 


bution costs. 


Package Deals’. 


THE MARQUETTE CORPORATION 


Minneapolis 4, Minnesota 





CHEST FREEZERS UPRIGHT FREEZERS 
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COMBINATIONS REFRIGERATORS ht sere 


CONVENTIONAL AUTOMATIC 


@ YOU can now compete with mail order and 
discount house operation and still maintain 
a ‘‘Protected Profit’’. 


@ YOU make your own specials from your own 
regular line—no duplication of investment. 


WASHERS AND DRYERS 


@ YOU purchase only the models and sizes 
that sell in YOUR local market... ‘‘No 






MARQUETTE-ZENITH 


Protected Profit 
Plan 


@ YOUR appliances are made and shipped 
from America’s most modern factories. 


@ Marquette and Zenith appliances carry 
Good Housekeeping, Underwriters Labora- 
tories, and Canadian Standards Approval. 


Write or wire for full information— 
Marquette-Zenith Franchise Division, 307 East Hennepin Ave., 
Minneapolis, Minnesota, FEderal 9-9121 
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Model KCO8 


yt i) ~~ — ; @) .. CREATES NEW SELLING OPPORTUNITIES 
@ FOR YOU IN TODAY’S TREND TOWARD 
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4 , CONVENIENCE IN COOKING 
Cook Aw Senw 


AND BUFFET SERVING! 


e Cooks with automatically controlled heat! 
Sunpeted . e Serves at table or buffet! 


supers caper SreStAL. $ e Washes under water—completely submersible! 
(includes Control Master) DEALER it DEALER 


cosT... | wor ary—tevol cost... E. PERMANENT MOLD CONSTRUCTION 
—an extra 25.8% discount for you! GUARANTEED NEVER TO WARP 


w!/ PREST© 


ELECTRIC TIMER 
with Control Master® 










PREST®©® 


e PREHEATS IN ONLY 4 MINUTES 


e Automatically controls cooking time! 
e Automatically controis heat! 


e Automatically signals when cooking 
e PERFECT for casseroles, quick mixes, period ends! 


frozen foods and dinners e Adds automatic timing to the whole family 


of Presto Control Master Appliances 


$ COMBINED § 
DEALER SPECIAL 
40 Retail cost DEALER 
. Price for oven, REGULARLY... 


timer and 
Control Master 






e BAKES brown and serve rolls, cakes and pies ee oo 
e ROASTS up to 6 pound cuts of meat 


e PLUGS IN to any 110V. AC outlet 


Model KLO2 
—an extra 13.2% discount for you! 
NATIONAL PRESTO INDUSTRIES, INC., EAU CLAIRE, WISCONSIN 
: IN CANADA: PRESTO DIVISION—GENERAL STEEL WARES. LTB::-FORGNTO 
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PORTALARM 
Watch Alarm Radio 


Matsushita introduces “Portalarm,” a 
new tiny 7-jewel watch alarm radio. 

Just about the same size as a pack of 
cigarettes, it combines a hi-perform- 
ance transistor radio plus a 7-jewel 
watch which turns radio on or off 
automatically. Select station, set 
watch, and you wake to favorite 
morning program; it also automati- 
cally turns itself off within the hour. 

It is the first of an entirely new 
group of transistor radios, each an 
advancement in performance and 
styling, according to the manufac- 
turer, Matsushita. 

The Portalarm will be sold direct to 
dealers in accordance with the Mat- 
sushita controlled franchise selling 
plan. Matsushita Electric Corp. of 
America, 41 E. 42, New York 17. 








FANON Transistorized Intercom 


Fanon announces a new line of low- 
priced fully transistorized intercom 
systems. 

No. 1400, 2-station system, can be 
used anywhere. The system operates 
on standard penlight batteries, and 
incorporates a special “battery-saver” 
standby switch which prolongs their 
life. This system is suitable as a mon- 
itor or “baby sitter’ where it must 
be on at all times. Because of the 
transistorized circuitry no warmup 
is required, as in tube-types. 

The master station is equipped 
with a beep tone with which the re- 
mote station can signal the master. 
This means the master need not be 
turned on at all times, only when 
necessary, prolonging battery life. No 
battery drain takes place except dur- 
ing time of actual voice transmission. 





The unit utilizes 4 transistors and 
is styled in ivory with black face 
panel. The 2-station system comes 
complete with 50 ft. of 2 conductor 
- cable for installation. Additional cable 
available at $4. per 100 ft. (Addi- 
tional remote units (No. 140) avail- 
able at $8.95 list.) 

Price, $34.95 a set. 

Fanon Electronic Industries, 439 Frey- 
linghusen Ave., Newark, N. J. 





MINIPHONE 
Walkie-Talkie 


Miniphone No. 400 is a shirt-pocket 
size, walkie-talkie (15%.x25x5% in.) 
offering low-cost, 2-way communica- 
tion for hundreds of business and 
personal uses. 

It is a complete radio transmitter 
and receiver with microphone, speak- 
er, antenna and battery, all self-éon- 
tained. A rechargeabie battery and 
a convertor for 115v ac operation are 
available as accessories. 

No license or permit is required as 
this crystal controlled transmitter is 
designed with maximum power per- 
mitted by FCC for unlicensed 2-way 
radio equipment; the range under 
normal conditions is from % to 1% 
miles. 

Good for the heaviest construc- 
tion job to in-home. Electra Interna- 
tional, 5415 York Blvd., Los Angeles. 





SON CHIEF Toaster 


Sen Chief announces a shock-proof 
automatic toaster No. 605MM _ with 
sealed-in “Calrod” element, extra 
thermostat controls, 9-position Se- 
‘t-O-Matic dial; chrome finish; 
p-out crumb tray; 1,000w. Son 
Chief Electrics, Winsted, Conn. 
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Every full-line 
manufacturer of 
home appliances, 


and many other 


important appliance 


manufacturers, 
uses Parents’ Magazine 


to boost sales! 








IN 1960—BIG-SELLING HOME APPLIANCE BRANDS 


GOT BIGGER THROUGH CONSISTENT ADVERTISING IN 


‘Parents... 


& BETTER HONMEMAKING 





The BIG selling factor: 


PARENTS’ reaches 1,850,000 
families with children...the market 
which spends 94% more for 
Household Appliances than families 
without children! 


For BIGGER sales in ’61: 


Talk up... build up your brand in 
the young mother market. Young 
mothers buy the most home 
appliances; in fact, they buy most 
of virtually all products. 


Remember—they buy with 
confidence products advertised in 


PARENTS’ MAGAZINE! 





| how you 

| can put this 
sales-clincher 
to work for 
your brand. 
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WELLS Filter Fan 


The introduction of a new Wells 
filter fan with room-cleaning action 
is announced by Wells Products. 
Wells filter fan is factory-equipped 
with a washable foam filter that 
traps 55% of household air dirt pass- 
ing through it, the manufacturer 
claims. It cleans as it cools; has a 
2000 cfm NEMA rating with the fil- 
ter and 3750 rating without. This 20- 
in. fan, No. W-2028-FX, changes the 
air in a room every minute. 

The filter can be lifted off the fan, 
washed and wrung out, and dries in 
minutes, then it is put back on fan, 
retaining its dirt-trapping efficiency. 

Comes equipped with a G-E, 2- 
speed shaded 6-pole motor that is 
guaranteed for 5 years. Wells Prod- 
ucts, Inc., 106 Carroll St., Buffalo 3, 
N. Y. 








GARRARD Turntable 


A new type record playing unit is 
announced by Garrard: Laboratory 
Series Type A, which combines a 
dynamically balanced (counterweight 
adjusted) tone arm, a full-sized, full- 
weight professional turntable, plus an 
automatic record changing mecha- 
nism; 6 lbs. has been established for 
correct balance, torque and flywheel 
action. Garrard Div., British Indus- 
tries Corp., Port Washington, N. Y. 





TRANSMOBIL Radio 


Transmobil multi-purpose radio with 
8 transistors is a car, boat, home or 
portable set all-in-1. Receives stand- 
ard and shortwave bands. Simply 
slides into its mounting sleeve. As a 
car or boat radio it is powered by the 
engine’s 6 or 12v battery. With 4 reg- 
ular or mercury penlight batteries it 
becomes a portable or home radio. 
Autovox Corp. of America, 250 W. 
57th, New York 19. 











NOW STARTING OUR THIRD YEAR WITH THE FINEST NAME 
IN ELECTRICITY, WE PROUDLY PRESENT... 


THE QUALITY ROOM AIR CONDITIONERS 
YOU CAN SELL WITH CONFIDENCE 





CL Edison. 


ROOM AIR CONDITIONERS 








ore 
Q. Edison. 
Home Comfort Appliances 


Albion, Michigan 
in Conede: $74 Fourth Line. Oskvilie. Ont. 





Name 


MAIL THIS COUPON TODAY FOR DETAILS OF THE i 
MOST VALUABLE APPLIANCE FRANCHISE AVAILABLE TODAY 





Thomas A. Edison Home Comfort Appliances, Dept. AE-123 
McGraw-Edison Company, Albion, Michigan 


Please send complete information on the new 1961 Thomas A. 
Edison Room Air Conditioners. | am a C0 Distributor 


0 Dealer 





Company. 





Street___ 





City. 





State 

















MUNTZ Table TV 


No. 23T, 23-in. “lower-priced” table 
set, is for those who want good re- 
ception at a low price. Muntz TV Inc., 
100 Grey Ave., Evanston, Ill. 





FISHER Speaker System 


The Fisher XP-3 free-piston 3-way 
speaker system has an encapsulated 
magnet structure, 2-in. voice coil on 
3 speakers; the 2-in. tweeter has .a 
convex radiator with 120-deg. sound 
dispersion; specially treated 8-in. mid- 
range speaker is sealed in a Fiberglas 
compartment. Mahogany, walnut, 
cherry, $224.50; unstained birch, 
$219.50. Fisher Radio Corp., 21-21 
44th Drive, Long Island City 1, N. Y. 








STIMULAIRE Air Purifier 


Stimulaire No. F-4 electronic air puri- 
fier is furnished with 2 germ killing 
ultraviolet ozone tubes; moves 150 cfm 
through nylon filter and ultraviolet 
chambers; 61%x11x6 in.; 4 Ibs., 14 0z. 
Pierpont Industries, 2 Franklin Ave., 
Brooklyn. 
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l’hileo’s New Look: Here’s How It Shapes Up 


he new look at Philco goes far 

bevond the styling of drop-ins and 
1961 merchandise shown dealer 
conventions in Miami and Las Vegas 

early January. 

The new image came across to 

sembled dealers in three waves: 
e President James M. Skinner spe- 
fically painted Philco as a chang- 
ng company in his short, conven- 
tion-eve address. 
e The next day’s 1961 line presen- 
tation differed sharply from the 
classic, sock-it-across pitching long 
identified with Philco. 
e Philco merchandising is actively 
reaching beyond the price and the 
spec sheet. 


Why is Philco breaking out of con- 
centration on consumer products? 
In order to help consumer products, 
Skinner told 1,500 dealers in Miami. 
He described Philco as a company 
bent on diversifying farther into 
space age electronics, for one di- 
rection; into computers, for another; 
into components, for a third; and 
overseas, for a fourth. 

“Broadening of the base has a di- 
rect effect on you,’ he emphasized. 
“Our total research and develop- 
ment expenditure last year was $50 
million spread over 10,000 techni- 
cians, of which 5,000 are engineers. 
That pool of technical talent is 
unique for a company of our type, 
and there’s rub-off for our consumer 
products activity. Our transistor re- 
search and development brought 
you the T-66 (which Philco later 
called “‘the largest selling transistor 
radio on earth”) and that technical 
effort will continue to bring you a 
tremendous flood of new products, 
new features.” 


Consumer products still make up 
the lion’s share of Philco’s volume, 
Skinner told EM Week in a later 
press conference. Five years ago the 
division did 70% of Philco’s busi- 
ness. Now—based on an estimated 
$390 million 1960 year—it does 57% 
to 58% as the other divisions begin 
to grow. 


Will Phileo drop any consumer 
products? No. Add any? Yes, come 
February, the new coin-op dry 
cleaner will be shown in Philadel- 
phia at the Dry Cleaners Show. 


What about profit? Philco sales at 
the nine-month mark were off 5% 
it profit was off 52%. Skinner said 
at the new computer activity was 
sponsible (“After you spend all 
at money you get only one-six- 
tieth back per month when the sale 
closed . . .”) and that the fourth 
uarter “will have been pretty bad.” 


Why the switch to soft sell? Philco’s 
hree-hour line presentation relied 
lely on the talents of semi-profes- 
onal actors. Not a Philco man was 
n the stage or in the skit. 

Remembering the old days of 

‘hileo’s classic “Don’t ya love it, 
ellahs?” approach to line pitching, 
lealers wondered why the change? 
(here was no hard answer. Dealers 
ind EM Week chalked it up to 
mage changing, missed the old fire 

and brimstone and wondered who 

permitted the first Philco dealer on 

Asteroid 61 to be characterized so 

blatantly as a half-wit in the skit. 


What else is new at Philco? Prod- 
ucts are now being backed by a 
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strong set of new policies—and by 
premiums. Skinner summed up the 
policies as follows: 

@ Price protection program on new 
lines of refrigerators and air con- 
ditioners (EM Week Jan. 9, p. 3) 
will protect dealer inventory from 
price erosion through June 1 on 
coolers and through July 1 on re- 
frigerators. 

e A new straight six-month floor 
plan program “permits you to grad- 
ually amortize floor sampling in- 
ventory, sell it at season end, and 
still make a profit without costly 
writeoff.” 

e@ Free labor during 90-day war- 
ranty period for TV, in addition to 
typical parts warranty, gives deal- 


ers an exclusive to sell (EM Week 
Jan. 2, p. 2). Dealers may offer cus- 
tomers $1.75 carry-in service on 17- 
and 19-inch portables and $4.00 in- 
home service on tables, compacts 
and consoles. Both of these service 
policy costs are over and above the 
suggested list prices of the various 
products. 

e Premiums include a $10 baby 
care bar—a rack for baby bottles 
and other items which sits on a re- 
frigerator shelf—with purchase of 
every box; $20 mercury-quartz sun 
lamp as a closer for air conditioning 
during January, February and 
March; $28 package of Decca rec- 
ords as a stereo closer; 24-cruet 
spice rack, “$16.95 value,” free with 


every range; “$179 value” Brother 
sewing machine—$6.95 dealer cost 


—as closer for deluxe washer-dryer 


pairs. 


For a recap of 1961 products: Philco 
brought its exclusive air-wrap fea- 
ture down from one top-of-the-line 
$800 model to two more for a total 
of three; added no-frost for a total 
of three models; went square look 
throughout the 11-model 1961 
reefer line; did not include freezers 
in its presentation; brought in 15- 
model 1961 air conditioning line; 
included instant mounting feature 
on 10 of the models; will stress 
“noiseless” deluxe components in a 
total of four units. 










CONSOLES! 






STEREO COMPONENTS! 


STEREO TAPE 
RECORDERS! 


CONSOLETTES! 


“STEREO-MASTER” TABLE RADIOS! 





ALL-TRANSISTOR 
PORTABLE RADIOS! 


From Grundig, Europe's largest radio manufacturer and the world's 
largest producer of tape recorders—and from Majestic,-the oldestiname 
in American radio, comes their greatest achievement in high? — 
the fabulous new “Stereo-Sixties” Masterpiece Collection. y you 
feature the new Grundig-Majestic line, you offer something betterin 
every price bracket, to every customer you have! 


The Biggest 
Tasleokelaa-re 


Stereo Line 


G RUNDIGS Manto delivers again! 


The Biggest 
Promotional | 
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ALL-TRANSISTOR 
PORTABLE TAPE RECORDERS! 


___Program! 










Most national advertising ever... pilus local ad programs, 
full-line foiders, display materia! and catalog sheets! 


TV-STEREO COMBINATIONS! 


selling support. 





Only See one all imported European brands—offers so much 

lions of ready-to-buy prospects will see Grundig- 
Majestic’s powerful ads in the nation’s leading magazines. By featuring 
the new ’ Stereo-Sixties" line in your local advertising, in your windows, 
throughout your store—you're making it easy to make more money. The 


line is ready. The profits are waiting. The time is now! 


NO WONDER Grundig-Majestic STEREO OUTSELLS 
ALL. OTHER IMPORTED EUROPEAN BRANDS COMBINED! 





INTERNATIONAL SALES 














SHOPPING WITH EM WEEK 


Into the merchandising battle- 
ground of midtown New York went 
EM Week recently to find out about 
the current market for tape record- 
ers—what kinds are popular and 
what they sell for. 

We discovered, among other 
things, discounts up to $202, foreign 
goods selling strongly in the cheap 
and expensive markets, but totally 
absent in the middle range, a $50 
jump between monaural and stereo, 
and, of course, “magic numbers.” 


The absolute end of the low end, for 
tape recorders or anything else, 
sells in New York’s garish 42nd 
Street and Times Square area. 

Japanese tape recorders—the toys 
and the portables—are getting a 
big. promotion along 42nd Street. 
You’ll find the cheapest tape re- 
corder of them all here, the $24-$25 
Japanese portable, Rosko—with 
three-inch reels, plastic case, one 
speed and earphone listening. In the 
fight to undersell, some stores ad- 
vertise the Rosko at $16.88, but at 
that price a microphone and tape 
are considered accessories. 

Prices jump $15-$25 for record- 
ers with enclosed speakers and for 
the bulk of the foreign portables 
and cheap non-portables. These ma- 
chines mix their features—two 
speeds, larger reels, monitor, tone 
control, record level eye, metal case. 


The $59-$69 bracket is the first 
major price area. The German 
Grundig, the class of the portables, 
sells in this range and is pushed 
hard by the novelty shops. One dis- 
tributor, Richard Stollmack of 
Transistor World, Inc., estimates 
that the Grundig takes 90% of all 
portable sales. It is one of the few 
low-priced imports that makes the 
better stores. 

Grundig’s main competitors 
among the portables, the Phonotrix 
of Germany and the new Echoder 
from Japan, also sell in the $59-$69 
bracket. Here, too, the first Ameri- 
can-made, name-brand recorders 
appear—the Telectro 9016D and the 
Recordio TC100. These simple ma- 
chines (small reels, dial operated, 
no tone control) are the only sub- 
stantial American recorders avail- 
able for under $100. 


The $119-$129 range is the next 
important price area. Settled in this 
bracket are all the basic monaurals 
—Webcor, Wollensak, VM, Pentron, 
Telectro. These are the top of the 
line for the 42nd Street shops, the 
bottom for most discounters. Some 
are hi-fi, others straight monaural. 
Most have two speeds, 3.75 and 7.5 
ips., seven-inch reels, and an elec- 
tronic eye to gauge the recording 
level. 

But pushbutton control is the key 
feature in this bracket. Nothing be- 
low $120 has it, nothing from here 
on up is without it. 


Discounters and department stores 
take over once you get above $120. 

Discounters refine the sales tech- 
niques of the novelty shops only 
slightly. Twenty or 30 tape record- 
ers sit bluntly on racks, adorned 
only by a prominent card showing 
the list price. You can look all you 
want, but ask too many questions 
about selling prices and the sales- 
men walk away. 
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Confusion over stereo is bred and 
cultivated in the discount houses. 
If you follow the product line of a 
single manufacturer, you’ll nor- 
mally find a $40-$50 jump from 
the monaural to stereo models. In 
the going market, Webcor’s hi-fi 
monaural sells for $170, the stereo 
for $220. Pentron’s Triumph Hi-Fi 
costs $120-$129.95, the Triumph 
Stereo, $179.50. Wollensak’s mon- 
aural goes in the $120s, stereo in the 
$160s. 

These are “self-contained” ster- 
eos, that is, they have two speakers 
of their own. Other stereo players 
require an outside amplifier and 
speaker. Discounters conceal the 
difference and will admit it only 


under questioning. 

Some stereos requiring outside 
speakers come as low as $99 (the 
Wilcox-Gay), but for the most part 
they start in the $120-$129 range. 
The self-contained begin in the 
flexible $149-$169 bracket. 


Just over $200 lies the special pre- 
serve of high-quality self-contained 
stereo. Webcor and Telectro models 
are winning most of the display 
space. 

The middle $200 range is the ex- 
clusive, if not very active, territory 
of the business portables—the Nor- 
elco, Mohawk, Minifon, Uher and 
others. These machines feature a 
metering device that allows the dic- 


tator (or his secretary) to locate 
letters on the tape. 


The last important bracket is the 
sub-$300 area of stereo play and 
record models. The radio and music 
shops let P&R prices slide to $319, 
$330 and even $359, but for the 
discounter getting under $300 on 
these models is a must. 

The pricing policy of Davega, a 
large New York discounting chain, 
reveals just how important it is. 
Davega sells the Telectro P&R 
model (list $349.95) for $295. It also 
sells the Grundig P&R, a machine 
with many more features and a 
hysteresis motor (list $499.95), for 
$298. 















HERE’S WHAT YOUR DOLLARS CAN 


It’s clearer now than ever before—in Chicago, it 
takes 2 or more and The Chicago Sun-Times 
and The Chicago Daily News are 
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about the Chicago 


A MONUMENTAL NEW MARKET STUDY 
Approved by The Advertising Research Foundation! 


The most comprehensive study ever made of the Chicago market—and 
the first to win A. R. F. approval —has recently been completed by W. R. 
Simmons and Associates. It contains the results of 4,374 extensive interviews 


with Chicago people. 


“Chicago NOW,” the report on this monumental study, is available 
now for your use. In it are page after page of new and surprising facts 
about Chicagoans ...what they now own and buy... their incomes, ages, 


occupations, activities, education. 


Particularly important to you, it contains revealing ownership and 
purchase data on 5 major appliances and 6 small appliances. And it tells 
you, for the first time, the true relationship of Chicago’s four great newspapers 


to the appliance market. 


FOR EXAMPLE: “Chicago NOW” reveals that in a 16 month period in 
1959-60 almost 2,000,000 Chicago newspaper readers purchased at least one 
of the 11 appliances covered in the report. And over 100,000 lived in house- 


holds purchasing four or more. 


But it also reveals that any single Chicago newspaper now misses from 
62% to 81% of Chicago’s people! Obviously, it takes 2 (or more) newspa- 


pers in Chicago now. 





IF YOU USE 2 CHICAGO NEWSPAPERS— 


You can reach more new appliance buyers per dollar with the new Chicago 
Sun-Times/Daily News combination than with any other 2-paper Chicago 


combination. 


BOUGHT ONE OR MORE SPECIFIED APPLIANCES 


SINCE JANUARY 1959* 


Unduplicated Readers Per Doliar 


Sun-Times 
Daily News 


Sun-Times 
Tribune 


Daily News 
Tribune 


American 
Tribune 


Sun-Times 
American 


Daily News 
American 





Total Readers Per Doliar 
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Quality of reproduction gains im- 
; ortance as a selling point at the 
%R level. Discounters ballyhoo the 
»vious gadgetry, as they do on all 
ieir merchandise, but the music 
nd radio stores stress fidelity. 
Some machines, like the Bell re- 
rrder, achieve higher quality at a 
ompetitive price ($290) by fore- 
oing the attempt to produce a com- 
plete sound system and promoting 
, tape “deck” (no speakers) in- 
tead. This revives the self-con- 
tained battle, but at the expensive 
P&R level nobody tries to hide the 
difference. 


To find the best in tape recorders 
you have to go looking. New York’s 


many good music shops are less 
centralized than the bargain stores 
and they do not obtrude themselves 
on the public consciousness. As with 
all stores that sell quality merchan- 
dise, the audiophile shops promote 
tape recorders in a quiet, but knowl- 
edgeable manner. 

Talk to Jim Carroll at Harvey 
Radio on Sixth Avenue, for in- 
stance, and you won’t hear much 
about features. “They all have 
everything,” he says. But you will 
hear a lot about fidelity and pri- 
mary reproduction standards. 

At Harvey you'll find the best of 
the popular P&Rs (the Japanese 
SONY and Roberts 990 and the 
German Uher), but the primary 
items are quality recorders like 
Ampex, Crown and the Norwegian 
Tandeberg. These start at $495 and 
go up to $5,000. 





LOW END IS Japanese portable 
Rosko shown in typical NYC shop. 
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old ideas 


A MONEY-SAVING NEW RATE STRUCTURE 


for The Chicago Sun-Times and The Chicago Daily News! 


Effective date: January 15, 1961! In light of new market facts, this rate struc- 
ture upsets all previous concepts of efficient newspaper advertising in the 


New City and Suburban Rate. Advertisers buying The Sun-Times 
and The Daily News in combination now have the choice— broad coverage 
offered by full run, or pinpointed metropolitan coverage at new low rates. 
New, Uniform Contract Rates. Advertisers using either or both news- 
papers will now be able to take advantage of the same generous discount 
structure at any level of contract linage. ‘ 


New Combination Discount. A special extra discount of 10% for ad- 


vertisers placing the same ad in The Sun-Times and The Daily News. This 
discount gives you the sales power and trade impact of two ads at tremen- 
dous savings. (And you can schedule the ads on different days, as many 
as 8 days apart.) If you are now using The Daily News, you can add The 
Sun -Times to your schedule at a full 20% savings—-and vice versa. 


DO IN Clnicageo Now! 


IF YOU USE 3 CHICAGO NEWSPAPERS 


You can reach more new appliance buyers per dollar with any 3-paper 
combination that includes both the Daily News and Sun-Times than with 
combinations not including both these newspapers. 


BOUGHT ONE OR MORE SPECIFIED APPLIANCES 


SINCE JANUARY 1959* 


Unduplicated Readers Per Dollar 


Sun-Times 
Daily News 
Tribune 


Sun-Times 
American 
Tribune 


Sun-Times 
Daily News 
American 
Daily News 
American 


Tribune % 


“Readers buying specified appliances since Jan- 
“ary 1959; 1000-line insertion, based on following 
rates: Sun-Times/Daily News C&S rates effec- 
tive Jan. 15, 1961; Chicago Tribune C & S rates, 
Card No. 112; Chicago American, Card No. 20. 
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Call today for your 
showing of “Chicago NOW." 


CHICAGO: 401 W. Wabash Avenue 


Whitehall 3-3000 

; Time & Life Bidg., 

new YORE: Circle 6-1919 
: Buhi Bidg., Room 1026 
beraen: WOodward 3-0930 
MIAMI BEACH: Hal Winter Co. 
ATLANTA P : 
awyer-Ferguson- 

LOS ANGELES Walker Co. 
SAN FRANCISCO 








Tape Exports 
Raise Eyebrows 


FROM TOKYO: 


Japanese exporters are aiming at 


‘sending out 100,000 tape recorders 


a month, EM Week learned in 
Tokyo. ‘ 

Recorder exports began rising 
last August and have kept on rising. 
Three months ago there were 30 to 
40 producers—now there are more 
than 70. 

Few of these new manufacturers 
are members of JEIA (Japanese 
Electronics Industry Assn.), which 
records production. Consequently, 
there is an imbalance between ac- 
tual exports and official figures. 


Toy models dominate the boom. 
Most of the export items are tran- 
sistorized portables with limited 
frequency response. 

Prices may not sound like toy 
prices, but they are only what is 
being. asked. Since few Japanese 
manufacturers have their own dis- 
tributors in the U.S., it’s a buyers’ 
market and prices are negotiated 
down severely—often to one-third 
the asking price. 


The boom won’t last. Starting 
around April 1, JEIA and MITI 
(Ministry of International Trade 
and Industry) expect to put on 
strict inspection regulations. 

One importer didn’t think regu- 
lation would be necessary. ““Ameri- 
can buyers,” he said, “will make 
their decision before the Japanese 
government acts. Imports will be 
too expensive if ihey’re good, or of 
poor durability if they’re cheap.” 


FROM NEW YORK: 


“It’s not possible.” That was the 
consensus of New York importers 
about the Japanese export aim of 
100,000 recorders. a month. 

Most of the New York importers 
didn’t dismiss the possibility of a 
boom (the less generous said “‘fad’’) 
in toy tape recorders—it was the 
figure they couldn’t swallow. 

“It’s pure bunk,” said Bob Samp- 
son, president of International Im- 
porters. “‘They’re just trying to im- 
press people with figures like that.” 


Poor quality and a small demand 
were the most common reasons for 
skepticism. “They can’t support 
that many exports until something 
is done about mechanical sound- 
ness of their machines,” said Sales 
Manager Hy Shallom of Kent Over- 
seas. 

Micho Nakano, sales manager of 
Mitsubishi International: “I think 
Japanese exports will even de- 
crease,” he said, “because of the 
slow American market.” 


Some did expect a big increase, but 
they were secretive about it until 
presented with model numbers and 
export schedules. “Yes, we’re bring- 
ing in 1,000 of those a month,” one 
vice president then admitted. 

Al Rosenberg, sales manager of 

Star-lite Merchandise, didn’t hide 
his enthusiasm, however. ‘“We’ll 
triple imports next year, to 5,000 
to 6,000, mostly $29.95 transistor 
items.” 
What effect will the imports have? 
Most distributors agreed that the 
toy models would be extra business, 
but that imports won’t hurt Ameri- 
can machines much. 
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A powerful, nationwide, 6-point 
promotion to celebrate Columbia's 


COLUMBIA Phonograph|i 


x “MUSIC FESTIVAL OF VALUES” 








Columbia Phonographs breaks into 61 with a money- 
making consumer event. It’s Columbia’s “Music 
Festival of Values.” It’s complete with high-ticket give- 
aways and special celebration prices. And it’s backed 
up with big-space advertising in major newspapers, 
LIFE magazine and on radio. . . all built on local dealer 
promotions! Plus exciting in-store promotion displays 
and other selling aids. Topped off with fabulous values 
on consoles and portables, to start a profitable parade 
of customers to your store. Here are the details: 


Your Columbia stereo portable customers can get the 
world’s first stereo “party wagon”—a $29.95 value— 
with each Columbia C-1215, C-1217, C-1219 or 
C-1221 stereo portable you sell. It’s a handsome, dec- 
orator-designed Hostess Wagon that puts the portables 
on wheels. Holds stereo speakers and up to 50 Lp 
albums. Has removable speaker stands for greatest 
fiexibility. It's a. great customer incentive to buy! 


Your Columbia stereo portable customers for these 
models can also get a $35.88 classica!* Lp 6-album 
record collection in addition to the stereo “party 
wagon.” A special package of 6 Lp stereo albums fea- 
turing top artists and orchestras—over 4 hours of stereo- 
phonic music. 


Even greater values on the Columbia C-1455, C-1457 
and C-1467 consoles: These identical consoles are now 
selling well at nationally advertised prices up to $50 
higher, 





In addition, your Columbia stereo console customers 
get a $35.88 classical* stereo Lp 6-record collection 
with each Columbia C-1455, C-1457 and C-1467 
stereo console you sell. Top artists and orchestras—over 
4 hours of stereophonic music—on 6 stereo Lp records 
in a special attractive package. 


A complete advertising and promotion program in 
your market: Columbia’s Music Festival of Values will 
be advertised across the nation in LIFE, major news- 
papers and radio. All ads for this event will be built 
around local dealer promotions. Each is a powerful 
selling message designed to move Columbia portables 
and consoles during the three important months of 
January, February and March. 


A big, dynamic, colorful, store promotion kit, designed 
in an effective, festive mood to tie-in with national 
advertising and start your parade of profits as soon as 
you put it up in your store! 


IT’S A MAJOR SELLING SEASON — and Columbia 
is out to bring it up to a still higher level. This sound 
merchandising-advertising-promotion program for 
January, February and March can do it! It’s a money- 
making event you can’t afford to miss. Columbia 
dealers are heading into ‘61 with Sound Lines, Solid 
Merchandising and Powerful Promotions. Call your 
Columbia Phonographs distributor as soon as you 
can for complete details. 














*Your customers can substitute a 6-album “pop” collection valued at.$29.88, if they prefer. 


COLUMBIA PHONOGRAPHS MUSIC FESTIVAL OF VALUES | 
for January, February, and March. Call your distributor | 
for complete details now! 
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h}dealers will sell more stereo NOW! 
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World's first stereo ‘‘party wagon” worth $29.95 — available to each of 
your customers who buys a Columbia C-1215, C-1217, C-1219 or C-1221 
stereo portable during Columbia's Music Festival of Values. 


Big-impact advertising 
in LIFE, local newspapers 
and radio—built around 
local dealer promotions, 
to direct prospects to all 
participating Columbia 
dealers. 
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A 6 stereo Lp record collection worth $35.88 — available to each of your 
customers who buys one of the three Festival Special consoles or one of the 
four Festival Special portables during Columbia's Music Festival of Values. 








Festive store promotion ‘summa 
kit contains everything | 

to give your store the Ss 
exciting Festival decor to 
celebrate this big, profit- 
making Columbia Music 
Festival of Values pro- 
motion. 
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Utilities See Bigger LBE 
Future From Chicago 


The Total Electric Home was here 
to stay, John H. K. Shannahan of 
American Electric Power Service 
Corporation told the assembled 
ladies at the Live Better Electri- 
cally Women’s Conference in Chi- 
cago recently. 

In his speech, Shannahan took 
note-of many factors, many situa- 
tions not ordinarily publicly noted 
by utility executives. For example, 
he refers to the gas utility reaction 
to various electric heat programs 
this way: “We stirred up a com- 
petitive hornets nest with our in- 
creased activities.” 


Needs of the future are first an 
awareness of the utility job. Shan- 
nahan noted: “The customer is in- 
terested in the end result, the bene- 
fits, and not in electricity per se.” 
The New York utility man pointed 
to the railroads, the automobile 
manufacturers and the Hollywood 
film industry as groups that con- 
fused their goals in recent times. 
Second, the utilities must be sure 
to serve all the needs possible, fur- 
nish all the services they can. 


Enthusiasm for the challenge 
ahead, and for the role the utility 


ladies can play, was the keynote of 
a talk by C. E. Anderson. The title 
was “The Heat’s On and It’s Getting 
Hotter,” and Anderson revealed 
considerable joy in the temperatures 
developed by the utility electric 
heat campaign. 

Electric heat as Anderson sees it 
is the key to Living Better Electri- 
cally and also to increasing the 
residential load, which he pegs as 
the bread-and butter and meat and 
potatoes of the utility business. And 
Anderson thinks the ideal time to 
sell electric heat is while demon- 
strating new appliances to families 
in the home. 


Ladies talked, too, at the Chicago 
conference, and didn’t confine them- 
selves to straight utility business. 
Betsy Ross Martin, who heads a 
marketing consultant agency, pro- 
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\FEBRUARY SALES WITH THE | 


TRIX 


‘3 DEAL 


Here’s a special package deal that’s sure to blow some “hot” profits 
your way during the traditionally “coid” months (sales-wise) of 
January and February. Your customers save $28.90! And you 
make your full margin of profit on all three items! Another 








Mark I 
All-Transistor a 95 
Compact 99 tet 
Tape Recorder 


(in luxurious scotch grain leather 
case complete with microphone, 
built-in speaker, reels and tape) 


Operates 50 hours on 4 flashlight batteries 
. . Weighs only 5 Ibs. . .. Up to 90 minutes 
of playing time on standard 3” reels . . 
True constant speed. 


F news s 95 
Matched Auxiliary 5 

@ Amplifier-Speaker 

Portable. In leatherette carrying case. All 


Transistor . operates on 8 flashlight 
batteries . . . Weighs only 4 Ibs. 


list 


Telephone Pick-up 
and Amplifier $ Pe 


& Amplifies and records both sides of 
telephone conversation. 





Reguiar °. 
Retail price 


loffer subject to withdrawal without prior notification) 


PHONO-TRIX — AMERICA’S FASTEST-SELLING, MOST COMPLETE LINE OF 
ALL-TRANSISTOR PORTABLE TAPE RECORDERS AND “PLUS-PROFIT” ACCESSORIES 


STEP-UPS FROM $79.95 to $149.95! 
BACKED BY 120,000,000 IMPRESSION CONSUMER ADVERTISING CAMPAIGN! 


=) MATTHEW STUART & CO., INC. 


156 Fifth Avenue °* 
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New York 10,N.Y. ° 


YUkon 9-0616 


Compony Nome 


Matthew Stuart extra to help you reach a high note in sales! 





ANOTHER “PLUS-PROFIT” ACCESSORY 
FROM PHONO-TRIX 


Phono-Trix brings a new dimension to com- 
pact tape recorders with this amazing 
Auxiliary, All-Transistor Matched Amplifier- 
Speaker. Now, recorded voices and music can 
be played back with big console fidelity and 
volume—suitable for private listening and 
ideal for large groups—at parties, at con- 
ferences and sales meetings. Completely 
eliminates the need for extension cords, 
plugs or outlets. Precision matched to com- 
plement the Phono-Trix Sound System. 
Contact your local Phono-Trix Distributor or 
Matthew Stuart for Special “Jan-Feb Sale” Dealer 


Mat Ads, Co-op Advertising monies. Window 
streamers and “Test-Talk” display availabie. 


MATTHEW STUART & CO., INC. EM 


156 Fifth Avenue 

New York 10, N. Y. 

Piease send details about . . 

L] Special “Jan-Feb” Package Deal 


[] Obtaining exclusive Phono-Trix franchise 
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vided information on local markets 
and how women can gauge them. 
The special emphasis in her talk 
was on shopping centers and their 
growth. 


Shopping center statistics, col- 
lected by Minnesota Mining and 
Manufacturing Co., were quoted: 
“Median income for shopping cen- 
ter shoppers is $8,235 a year as 
opposed to $6,363° for non-center 
shoppers. Average age of shoppers 
in centers is 37.3 years against 47.5 
years for non-center shoppers. 
About 31% of a center’s traffic oc- 
curs after 6 p.m., and evening visits 
are about 75% longer than daytime 
visits.” 

Today’s marketing pattern must 
take into account many changes 
wrought by modern “on-the-move” 
family habits. For example, a third 
of today’s mothers are teen-agers 
who nonetheless buy all their fam- 
ilys’ needs. Mrs. Martin says of 
these customers: “They learn new 
things and they make mistakes, but 
they learn fast.” 

Mrs. Martin believes that shop- 
ping centers represent one of the 
biggest untapped sources of busi- 
ness in the market today, even 
though they are doing big business 
already. 


“Manufacturers are sometimes 
shocked to find that 40% of the 
business of a given department store 
is coming from branches,” she says, 
“and that their own _ business 
doesn’t match these figures.”’ She 
explains that the orders still come 
from the downtown buyer, so sales- 
men tend to ignore the branches 
where so much of the business is 
being done. 








IF YOU 
CHANGE 
YOUR ADDRESS. 


Be sure to notify us at 
once, so future copies o 
ELECTRICAL MERCHAN- 
DISING WEEK will be de- 
livered promptly. 

Also make certain you 
have advised your local Post 
Master of your new address 
so other important mail 
doesn't go astray. 

Both the Post Office and 
we will thank you for your 
thoughtfulness. Mail the in- 
formation below to: Sub- 
scription Dept., ELECTRI- 
CAL MERCHANDISING 
WEEK, 330 W. 42nd St., 
New York 36, N. Y. 
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Will Amana’s User Survey 


Help Sell Refrigerators? 


The Iowa firm is betting it will. 
In fact, Amana’s current dealer 
sales program is based on what it 
jearned from a depth study of hun- 
dreds of refrigerator-freezer users. 

The survey—conducted by a pro- 
fessional research organization— 
covered nine refrigerator-freezer 
brands. 

Participating families kept de- 
tailed records for two-week peri- 
ods, indicating each time the unit 
was opened, what was removed and 
which sections the items came from. 
A personal interview, covering 
likes, dislikes and recommendations 
for future changes closed the test 
period. 


The result is Amana’s “In the home 
user’s report and buyer’s guide of 
the leading brands of refrigerator- 
freezers.” 

Behind that imposing title is a 
colorful 10-sheet booklet, designed 
for easel presentation by a dealer. 

The “booklet”—actually it’s 12x15 
inches—compares features of the 
1961 Amana models with those of 
other units included in the study. It 
emphasizes, of course, that Amana 
models best meet users’ needs. 


Amana bills its report as a public 
service, “to help you (the customer) 
base your buying decision on facts, 
rather than hearsay.” This is, the 
report’s first page explains: 

“The first pre-purchase guide in 
history that in effect lets you enjoy 
the experience of owning and using 
the latest models of nine leading 
national brand refrigerator-freezers 
for many months before making 
your choice of which to buy—with- 
out spending a penny!” 

Amana Executive Vice President 
George C. Foerstner adds, “This 
user’s report fills a vitally important 
need, because a refrigerator-freezer 
is a long-term investment in a fam- 
ily’s future health and well-being.” 


The report asks customers to first: 

1. Determine your family’s exact 
needs, including the way your fam- 
ily specifically uses the refrigerator- 
freezer. 

2. Evaluate features, as to per- 
formance promised and actual “in- 
use” worth. 

3. Assess the convenience of in- 
terior design and performance effi- 
ciency of the brands compared. 

4. Determine if your family’s re- 
quirements will be fully served... 
vith assurance of top quality per- 

rmance, 


“Your family will use it (a refrig- 
erator-freezer) more than 17,368 
times a year,” says Amana, quoting 
fact it picked up from the survey. 
Milk, Amana learned, was the 
ost frequently used item. The 
verage family opened their unit 
‘4 times each week, 56 of those 
mes to remove milk. Meat aver- 
sed 27 times a week, butter 28 
mes, water 26 times, fruits 16 
mes and leftovers 10 times. 

From the freezer sections, the 
ers removed ice cubes 20 times 
ich week, frozen foods and meats 
t times, ice cream 12 times and 
ices eight times. 

“Convenience of use should be 
Our most important consideration 
vhen buying a refrigerator-freez- 
” the report points out. 
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Taking milk as an example the re- 
port explains, “Amana advanced 
design serves you best. Milk storage 
is at table-top height . . . no reach- 
ing, no lifting. Milk is stored in a 
‘constant cold’ area. Amana has the 
most generous sized milk compart- 
ment available.” 

The report then points to “design 
deficiencies” of competitive brands, 
as listed in the survey. Some of 
these are: 

“I don’t like it on the top. You 
have to lift the heavy containers up 
high to get it on the shelf,” said 
one user. 

“T have to take out one shelf to 


make room for milk in large con- 
tainers,” another pointed out. 


Each section of the report follows 
the same pattern. A list of Amana 
features and—based on survey re- 
sults—a companion list of competi- 
tive brand design deficiencies. And 
the same headline, “Amana ad- 
vanced design serves you better.” 

Some typical comments on meat 
storage deficiencies included: 

“The meat shelf is too high and I 
have to stand on tiptoe to reach 
| Sa 

“Have to keep meats outside, on 
the shelves, because the meat keep- 
er is too small after shopping.” 

Amana learned users wanted but- 
ter and cheese compartments next 
to each other rather than separated 
on the door or inside. Here, typical 
comments on competitive brand de- 


ficiencies included: 

“There’s no cheese compartment 
and the cheesy smell goes all 
through the other foods.” 

“Use margarine and it doesn’t 
keep cold enough.” 

“Butter section too small.” 

None of these deficiencies, the re- 


port trumpets, are found in an 
Amana refrigerator-freezer. 
Rounding out the report is an 


“Amana family freezer-refrigera- 
tor requirement calculator.” 

The calculator asks the customer 
16 questions (“Do you use 3 quarts 
of milk or more per day?” “Do you 
entertain frequently?’”), then mul- 
tiplies the answers by the number 
in the family. 

The final answer, transferred to a 
dial, then shows the proper Amana 
model required for the family. 








Fans are still big business 






Deluxe ALL-PURPOSE FAN ~* 


Smart modern design with every built-in feature: push- 


Deluxe ROLL-AWAY FAN 


button controls, automatic thermostat, pilot light, two-speed 
reversible motor, telescoping window bars. 





“The peak of quality” 


HUNTER 





WHEN YOU SELL THE COMPLETE 
R&M-HUNTER LINE 


Easily moved from room to room. Adjustable tilt and 
height. Safety grilles both sides. R&M-quality motor. 
20” deep-pitched blades. Smart styling. 











For catalog and prices, write 





HUNTER DIVISION—ROBBINS & MYERS, INC. 
2500 Frisco, Memphis 14, Tennessee 


R&M-HUNTER ALSO MAKES VENTILATING FANS AND ELECTRIC HEATING EQUIPMENT. 
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NEW FROM JAPAN 


Now Japanese 


Face A Bogey 


Overproduction—not unheard of 
in the United States—has crept up 
on the Japanese. 

At the right is Nippon Columbia’s 
17-inch, two-speaker television set 
which the manufacturer is touting as 
a second TV set for Japanese fam- 
ilies. The industry, reports McGraw- 
Hill World News’ Tokyo Bureau, is 
feeling the effects of overproduction 
and is promoting the “second set” 
concept heavily. 

The set retails for $244.44 on the 
domestic market. 

Columbia also has come out with 





ne 


Columbia's 17-T508 


its 220 series of stereo phono- 
graphs, reducing prices on the low 
end to $59.72 in the Japanese do- 
mestic market. 

Japan Victor is out with the 522 
series at $80 a unit with two tuners. 
Hayakawa Electric’s model GPS- 
520 joined the price-cutting caravan 
with a $61.66 model, complete to 





Columbia's Stereo 220 


two-band superhet radio. 

Columbia’s 220 with two-band 
radio is shown above. 

The industry expects to replace 
TV set production with stereo early 
this year. Japanese Electronic In- 
dustry Assn. said production of 
stereo in 1960 picked up nearly 80% 
in the second half of 1960. Year’s 





News From Pentron 





Model AR-62 Astra-Sonic II 


Tape Recorder 


¢ Full year guarantee on both 
parts and labor. 


* Exclusive Pentrodyne Flywheel Assembly 
for smooth, vibration-free operation. 


¢ Hand-crafted, hand-wired chassis. 


¢ Piano Key operation plus Pause Control. 


ith you about it. If you, 
ii us at the factory. 



























































PENTRON SALES CO., INC. 


Subsidiary of Pentron Electronics Corporation, 779 South Tripp Avenue, Chicago 24, Iflinois 
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Magnafaxe from Victor 
total: About 500,000 units. 


Victor Co. of Japan Ltd., not an 
RCA affiliate, has brought out a 
Magnafaxe combination transistor 
magnetic disc recorder and phono- 
graph selling for $92 on the domes- 
tic market. It can be used for dance 
practice (above), dictation and even 
stereo record-playing (by plugging 
in a radio as a side speaker and 
changing to a stereo head). 


Standard Radio Corp. has intro- 
duced the tiny Unicorder 88, 9x7x2 
inches and weighing five pounds 
(below). It features a _ recording 


Standard’s Unicorder 88 





level automatic control circuit with 
pushbuttons. Available are extra 
speakers for hi-fi performance and 
an adaptor to make it usable from 
house current as well as the con- 
tained batteries. Price in Yokohama 
is $37. 


Aiwa Co. has introduced a two- 
pound  phonograph-radio . which 
plays 33-1/3 and 45 rpm records. 
It. switches to a seven-transistor 
radio and operates off four 1.5-volt 
batteries. Retail price is $38 in 
Japan. 

The phonograph replaces. the 
turntable with a special device 
which turns the records. The phono- 
graph section of the machine has a 
four-transistor amplifier. 


Aiwa’s PM 87 (B) 
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Bold New Deals 
Set Market Pace 


CONTINUED FROM PAGE 8 
New promotion, distribution deals 


line up this way: 

Proctor-Silex Corp.’s selective dis- 
tribution program revolves around 
three new products: 


A toaster, 1490, which carries a 
suggested list of $14.95; an iron, 
10712, $15.95; and an ironing table, 
60403, $10.95. 

The dealer gross margin on all 
the items is 30%. The distributor 
gross margin on the iron and toast- 
er is 15%, on the ironing table, 
17° 

The company is not aiming for 
any specific number of distributors 
under its selective program, but 
only for “an adequate number in 
each territory,” according to a 
spokesman. 

The products are supported by co- 
operative local advertising, which 
amounts to 3% of the purchase. 
Also offered are special promotions, 
in-store displays and mailers. If-the 
manufacturer reduces prices on the 
line, dealers will be protected, the 
spokesman said. 

Under the distribution program, 
a Distributor Steering Committee 
will be set up. It will include two 
distributors from each area, who 
will meet with Proctor-Silex offi- 
cials twice a year to control the 
program and watch its develop- 
ment. 

Distributors will be allowed to 
sell selective distributor models to 
department stores if such selling 
does not “interfere with the profit- 
able promotion of the line to and 
with other retailers,” the program 
states. 


Casco Products Corp. is promising 
to protect franchised dealers against 
price-cutting, maintain realistic, 
competitive prices, guarantee re- 
tailers’ inventories and do away 
with backdoor selling and. trans- 
shipping. 

As a start, Casco began showing 
the Lady Casco line during the 
Chicago Home Furnishings Exhibit, 
one week before the Housewares 
Show got underway. 

“There are a lot of furniture and 
general appliance accounts that 
have gone out of the electric house- 
wares business. We were trying to 
get them back into the fold,” Casco 
explained. 

The current line includes: 

Vapor-steam and dry iron, $10.95; 
sprinkle-spray iron, $17.95; deluxe 
two-slice toaster, $19.95; four-slice 
toaster, $17.95; another two-slice 
caster, $10.95; coffeemaker, $18.95; 
five-quart cooker with basket and 
cover, $14.95; portable oven, $19.95; 

idle, $14.95 and two fry pans, 
1l-inch unit, $10.95, cover, $2.65, 

1 a 12-inch unit, $12.95, cover, 

45 and removable handles, $1.95 

‘+h. The cooker, oven, griddle and 

Pans operate by a thermostat- 

‘ly controlled probe, $4.95. 
\lso included in the line are four 
ctric blankets, twin with single 
trol, $22.95; double with single 
ntrol, $26.95; double wtih dual 
ntrel, $29.95 and king with dual 
itrol, $59.95, and two heating 
ds, one for $6.95 and a deluxe 
odel with night light, $8.95. 

[he Chef-Mate, five appliances 

one, consists of a mixer, blender, 

licer, coffee grinder and a knife 

‘irpener. Retail price, which in- 
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cludes the power base, is $119.95. 

Casco intends to protect its Lady 
Casco line under what it calls its 
Reciprocal Trade Treaty. It works 
this way: 

Casco will franchise leading de- 
partment stores and key dealers. It 
will enforce Fair Trade in states 
where such laws are still on the 
books. In other states, the company 
will sign contracts with dealers that 
will allow Casco to buy back its 
merchandise before a store cuts 
price. The program will be policed 
and dealers who cut prices will be 
dropped. 

To discourage and track down 
transshipping, the manufacturer 
plans to put serial numbers on its 
products. 

The company’s pricing policy is 
based on current “discounted prices” 
and “not on present fictitious sug- 


gested prices found in the industry 
today.” List prices will be 25% 
to 32% lower than industry sug- 
gested prices. 


Westinghouse Electric Corp., in ad- 
dition to its new products, made 
news with several promotions at 
the Housewares Show. 

With the addition of three new 
toasters, including a_ four-slice 
model, and two new irons, the man- 
ufacturer is closing out last year’s 
numbers and offering them as a 
double baker’s dozen: order 12 
toasters or irons and get two free. 

Several electric blankets have 
been reduced $5 for promotions 
during January and February. In- 
cluded are: twin model, single con- 
trol, reduced from $24.95 to $19.95; 
double size with single control, 
from $29.95 to $24.95; double size, 


dual control, from $37.95 to $32.95 
and king size, from $64.95 to $59.95. 

Buyers will be able to buy these 
blankets at the same discounts un- 
der the reduced retail prices as they 
were able to buy at regular prices. 

Westinghouse’s ‘‘constructive’”’ 
promotions this year include the 
following: 

In January, February and March, 
Softasilk cake mix will be boxed 
with a certificate worth $2 when 
the consumer goes to a retailer and 
buys either the HM9 mixer or the 
HP39 coffeemaker, takes the war- 
ranty card out of the appliance and 
returns it with the certificate to 
General Mills. In April, May and 
June a similar promotion will be 
conducted with Nestle’s on the 
manufacturer’s fry pans, CD18, F28 
and F18. The certificate in this case 
will be worth $3. 








HOT NEW PROFIT-MAKER! 


Soaring Sales, Repeat Orders...tell the *CHARM* Success Story 










EASY 
INSTALLATION, 
NO COMPLICATED 
CUT-OUTS 


TILT-UP 
COOKING TOP 


TEM-TROL 
AUTOMATIC 
BURNER 








Write Dept. EMW 
for full details on 

this revolutionary 

new gas range 


consumer excitement. . 


SIDE-BY-SIDE 
EYE-LEVEL 
OVENS 


ROTISSERIE 
IN MEAT OVEN 


COMPLETE 
COMFORT-ZONE 
COOKING 


MAGNIFICENT NEW GAS RANGE BY 


EEE 
RO PE Fe 


5 


Get on the bandwagon. Take advantage of this 


revolutionary new trend that’s sweeping America. See how 
. instant acceptance . . . have already made 
Roper’s *CHARM* the hottest number the industry 


has seen in years. A really big profit opportunity for you. 





AVAILABLE NOW! 


(e}] [eR D 40) 4.4 SALES CORP., A Subsidiary of Geo. D. Roper Corporation, KANKAKEE, ILLINOIS 
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COMING 





YOUR 





So new! 
So different! 
A whole 
new way 
for a range 
to look! 


RCA WHIRLPOOL 


NARDA Gospel: 


Save Yourself 


CONTINUED FROM PAGE 6 

there aren’t enough dealers to go 
around on an exclusive basis. If 
everyone tried to fence off dealers 
in their backyard, someone would 
be left without a backyard.” 

Anderson conceded, “Our biggest 
problem is the caliber of the people 
who come to see you.” From Men- 
ge, “We owe you a lot of work in 
the area of selling through you and 
not to you.” 

In summary, Harry Price could 
say, “There’s doubt we’ll ever go 
back to a pattern of selective dis- 
tribution.” 


Dealers took a crack at solving 
other industry problems at their 
traditional ‘““What’s Your Question?” 
session. 

“T think NARDA should help get 
utilities out of the merchandising 
business,” said Al Roellig Jr. of La 
Crosse, Wisc. (“Dealers don’t do 
a blooming thing about promoting 
the sale of load-building appliances,” 
answered utility man Sam Burdett 
of Philadelphia Electric Co. “We 
sell the appliances that the dealers 
won’t.”) 

Dealers complained about one old 
horse—builder sales—-but agreed 
this was ene problem where the 
solution was a long way off. 

At one point, the session split 
wide open over manufacturers’ sug- 
gested list prices. ““Why not suggest 
a price to the dealer but don’t make 
it public,” one man argued. But 
from Ted Churchill of New York’s 
American Electric Power Service 


Corp. came the warning: 

“Elimination of list price would 
leave the consumer without a refer- 
ence point. How’s she going to know 
if she’s been taken? It would create 
a football that would be kicked all 
over the lot.” 

And a typical remark—typical of 
this convention at least—came from 
Kalamazoo dealer Jeff Lang. “We 
need more city and small town 
NARDA groups,” Lang said. “We 
can solve our own problems if we 
can just get together.” 


For its 1961 officers, NARDA picked 
Victor P. Joerndt of Kenosha, Wisc., 
as president to succeed Toledo, 
Ohio’s Carroll D. McMullin. Vice 
presidents are Gil Smith of Ft. 
Lauderdale, Fla.; Dick Finch of 
Medford, Ore.; and Upton Zeisler 
of Manitowoc, Wisc. Former presi- 
dent Ken Stucky of Fort Wayne 
will be the association’s new secre- 
tary; McMullin will be treasurer. 

Newly elected directors include 
Charles D. Grove Jr. of Alliance, 
Ohio; Billy Yates of Dyersburg, 
Tenn.; Melvin Ross of Albuquerque, 
N.M.; Harry Bloxson of Newport 
News, Va.; Ed Pierce of Vallejo, 
Calif.; and Bernard Fortin of Woon- 
socket, R.I. 

In a major post-convention de- 
velopment, NARDA’s executive vice 
president Gail Pinkstaff submitted 
his resignation, effective April 15. 
Pinkstaff came to NARDA just a 
year ago. 


The Retail Salesmen of the Year 
Award given annually by the 
“Ladies’ Home Journal,” went to 
Michael Kuh of the Beverly Hills 
Gramaphone Shop, Beverly Hills, 
Calif. 








Here Is The Best Appliance Truck 
Money Can Buy Because Caly The 


EXCLUSIVELY THESE TWO FEATURES 


BLL-STEEL RATCHET STRAP 
IGHTENER WITH AUTOMATIC 


. J STRAP RECOIL! 





GAS AND ELECTRIC 


RANGES 


Check with your 
RCA WHIRLPOOL Distributor 
for Open House Date. 


SSratncot 


CORPORATION 


ST. JOSEPH, MICHIGAN 


Join up!...it’s easier to sell RCA WHIRLPOOL 
than sell against it! 


Use of trodemorks Lg and RCA authorized by trademark owner Radio Corporation of America 
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wom oY This new ratchet quickly and easily tightens strap 
yy oround load. When loosened, spring action auto- 
. atically rewinds the strap in a neat coil, out 
Mh the way and instantly 
for its next use. A real & 
~ time “Bgver! EXCLUSIVE _-" 
Nu. THE EX _ e : 
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FAMOUS ROLLER 1 J im (Ut | 
/>\ BEARING “ , i | | 
CRAWLER TREAD a | § 


This ESCORT evr |= , 
you to roll foad\cu s eB. 

vp and down % Bil’ wi Sc ; | j | 
minimum of time o Me Honey. os { | 
A real back saverl\ £ : P & 

SIVE ON THE ESCO 








WRITE, CALL OR WIRE | i , | . 
TODAY ae % i 





For Full Details And 
Descriptive Literature 


STEVENS APPLIANCE 
TRUCK CO. 
DEPT. E BOX 897 
AUGUSTA, GA. 


MODEL SRT 


Escort Metin “Mica 


SOLD ON A MONEY-BACK GUARANTEE!- i 








APPLIANCE TRUCKS 
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CASWELL SPEARE PUBLISHER 
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This DeLuxe RMB PORTABLE TRANSISTOR TAPE RECORDER with built-in 
speaker competes with recorders selling for many times its low price. It 
is a high quality precision instrument that records both voice and music 
with true-tone fidelity; plays at full room volume! 


Wire, Phone or Write for information TODAY! 
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THE FABULOUS RMB — 
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THE “MOTTEST” ” SELLING 


) TAPE RECORDER 


ON THE MARKET 


TAPE RECORDER 


AT A BIGGER 


HERE ARE ITS FEATURES: 


Indoors — Outdoors, etc. 


that retails for only 


MARK-UP FOR YOU 


tubes to replace or burn out 
Operates.on 2 ordinary flashlight batteries (114 v.) plus inex- 
pensive small 9 v. transistor battery * BUILT-IN SPEAKER, 
SENSITIVE MICROPHONE * ERASES AUTOMATICALLY—PLAYS — 
— REWINDS *« RECORDS EVERYTHING — Voice, Music, Radio 
and TV Programs, Phono Records. Tape can easily be mailed 
anywhere * STANDARD TAPE — 3” 


A MARVEL OF TRANSISTOR 
PRECISION ENGINEERING 


IMAGINE A TOP QUALITY 





3 Ni 


¢ PORTABLE—weighs 2'4 Ibs. Compact 814 x 6 x 2% inches 
e PLAYS ANYWHERE — Plane — Train — Auto — Boat — 
¢ FULLY TRANSISTORIZED — No 
¢ NO ELECTRIC PLUG-IN — 


reel, 150 ft. standard mag- 


netic tape included. Tape can be reused over and over again 
indefinitely * INSTRUCTION SHEET included. Easy to understand 


* COMPLETE—with ultra sensitive microphone, built-in speaker, 
magnetic tape and take-up reel and De Luxe Carrying Case. 


t PRODUCTS OF PROGRESS, INC. 


274 Madison Avenue New York 16, N. Y. 


Telephone: MU 5-8171 
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PEOPLE iil] 
in the NEWS ii 


Air-Way Sanitizor, Inc.—Alvin L. 
. Baer was appointed northwestern 
regional sales director. He had been 
a distributor for the past 10 years 
for Scott and Fetzer. Herbert R. 
Carlson, former vice president for 
sales for the C. W. Stuart Co., is 
the new West Coast regional sales 
director. 





Admiral—Samuel Schwartzstein has 
been named vice president in charge 
of distributing branches. He was 
formerly general manager of the 
Metropolitan New York-New Jersey 
branch distributing operation. Wal- 
lace M. Obermoeller has been ap- 





Woodman 
of Northern 


pointed a regional sales manager. 
He had been a district sales man- 
ager with Philco. 


Altec Lansing—H. S. Morris, former 
product sales manager, has been 
named marketing director and G. 
L. Carrington Jr., former commer- 








Morris 
of Altec 


Kelly 
of York 


cial and marketing manager, is the 
new general sales manager. 


Electronic Devices, Inc.—Robert S. 
Schenck, formerly district sales 
manager for National Semiconduc- 
tor Corp., has been appointed the 
new sales manager. 





nothing succeeds like ML ADQIC 
Chef 


peration 
Success 


OPERATION SUCCESS is underway ...a dynamic program destined to gain further 
success in sixty-one for new MAGIC CHEF, INC., for the all-new expanded 
MAGIC CHEF line and for you...the MAGIC CHEF dealer! OPERATION SUCCESS is 
the theme of a vigorous new corporation determined to achieve industry leadership; 


it is exciting product expansion introducing new MAGIC 


CHEF ELECTRIC RANGE 


and FREEZER lines; it is an intensive, aggressive merchandising program includ- 
ing national and local advertising, complete retail promotions and premium pro- - 
grams. The goals are high; the profits great! OPERATION SUCCESS will achieve 
them! OPERATION SUCCESS begins with the totally new, greatly expanded line 
of MAGIC CHEF appliances. Take a close look... 

















New MAGIC CHEF presents a com- 
pletely new line of Gas Ranges: the 
widest line in MAGIC CHEF history 
from competitive starting numbers to 
high-end models. 


For the first time, MAGIC CHEF 
presents a complete ELECTRIC 
RANGE line! 20, 30 and 36-inch 
models in three styling groups. 


OUR SUCCESS CAN BE YOUR SUCCESS! MAGIC CHEF 
and its dealers are headed for profitable appliance merchandising 
in 1961. To share in this success, contact MAGIC CHEF, INC., 
Cleveland, Tennessee. 
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Today, MAGIC CHEF offers 
you a complete line of MAGIC 
CHEF FREEZERS—Frost- 
less Freezers, Chest Freezers, 
Refrigerator-Freezer Combi- 
nation. 


NCA|SGiCce CHE F&F 


ELECTRICA 
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Hoover—Robert J. Elsaesser has 
been promoted to branch manager 
in San Francisco, succeeding John 
V. Redford who has been named 
division manager in Kansas City. 
He had been district manager in 
Sacramento. 


Bissell, Inc.—Peter J. King has been 
named vice president for market- 
ing succeeding William Rose who 
has resigned. King was previously 
director of marketing. 


Northern Electric Co.—Dudley J. 
Woodman, former sales manager, 
has been elected vice president in 
charge of sales. 


Geo. D. Roper Sales Corp.—Charles 
M. Hoover has been appointed di- 
rector of marketing. He had been 
general sales manager of the Mar- 
quette Corp. 


Sunbeam—B. H. Melton, formerly 
vice president of the appliance di- 
vision of Admiral Sales, has been 
appointed general manager of the 
shaver division replacing M. J. 
Butler. J. R. Kendall has been 
named sales manager. He had been 
the central regional manager. 


Tappan—David A. Ballantyne re- 
places Homer V. Miller as territory 
manager for northwestern Ohio. 
Miller is returning to the home office 
sales department for special assign- 
ment. 


Welbilt—S. H. Lang has been ap- 
pointed manager of special contract 
sales. He formerly was assistant to 
the sales manager of the range di- 
vision. 


Borg-Warner—Two new vice pres- 
idents of the York division have 
been announced. M. V. Bailliere Jr., 
controller, and Caryl C. Lewis, staff 
assistant to the president, both pro- 
moted to vice president, will con- 
tinue to perform these functions. 
Richard F. Kelly, previously man- 
ager of distribution, has been 
named general sales manager for 
packaged products. 


Casco—Joseph H. Moss Jr. has been 
appointed vice president of the 
newly formed Lady Casco division. 
Formerly president of C & M In- 
dustries, he will be responsible for 
the marketing, merchandising and 
advertising of all Lady Casco prod- 
ucts. Working closely with Moss 
will be Richard G. Bergmann, new- 
ly appointed director of market re- 
search, who had been market re- 
search manager for Landers, Frary 
& Clark. 


Gibson—Charles D. Seltzer has been 
appointed divisional sales manager 
for the Midwest territory replacing 
Dean A. Hill, who resigned. Seltzer 
had been account manager with the 
General Appliance Co. 


International Importers, Inc.—Nor- 
man J. Siskin has been named a 
vice president. He was formerly 
assistant to the president, direct- 
ing activities in sales and manage- 
ment. He will continue these duties 
with his new function as head of 
the export division. 


Allied Radio—Harold J. Schulman 
has been appointed vice president 
and general manager of Knight 
Electronics Corp., a wholly owned 
subsidiary which manufactures 
Knight-Kits. He was previously 
marketing manager. 
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A Quick Check of BUSINESS TRENDS 


LATEST | Preceding YEAR HOW THEY 
MONTH MONTH AGO COMPARE 
FACTORY SALES 107 108 125 14.4% down* 
appliance-radio-TV index (1957 — 100) ee 7 
epr. 
RETAIL SALES 18.5 18.5 17.8 3.9% up 
total ($ billions) (Nov. 1960 vs. 
Nov. 1959) 
APPLIANCE-RADIO-TV 307 317 347 11.5% down 
STORE SALES (Nov. 1960 vs. 
($ millions) Nov. 1959) 
CONSUMER DEBT + + 288 290 303 4.6% down 
owed to appliance-radio-TV dealers (Nov. 1960 vs. 
($ millions) Nov. 1959) 
FAILURES 38 30 16 137.5% up 
of appliance-radio-TY dealers (tes 1968 
ec. 
HOUSING STARTS 109.9 102.3 123.3 10.8% down 
(thousands) (Oct. 1960 vs. 
AUTO OUTPUT wae] amare] mae] spas 
: . : 50.1% up 
PERSONAL CONSUMPTION 18.34 18.74 19.14] 42% down 
EXPENDITURES (3rd gtr. 1960 vs. 
for furniture-household equipment 3rd gtr. 1959) 
($ billions) 
DISPOSABLE INCOME 357.5 354.1 338.5 5.6% up 
annual rate ($ billions) (3rd qtr. 1960 
r vs. 3rd qtr. 1959) 
CONSUMER SAVINGS 29.0 25.2 225 28.8% up 
annual rate ($ billions) (3rd gtr. 1960 
EMPLOYMENT soo00 | o7ter | 65699 | prota 
; ‘ , 0.5% up 
(thousands) (Dee 0 
ec. 

















*New index being used. Federal Reserve Bulletin, September, 1960 (seasonally adjusted). 
**Figures are for week ending Jan. 14, 1961, and preceding week (revised). 


+ Figures are for quarters 


+-+Federal Reserve Bulletin figures (revised) . 





A Quick Check op INDUSTRY TRENDS 


1960 figures below based on monthly reports. For estimates on 
the full year see pages 37-38. New figures in bold-face type. 


AIR CONDITIONERS, Room 
DISHWASHERS 
DRYERS, Clothes, Electric 








Gos. 
FOOD WASTE DISPOSERS. 


FREEZERS 











PHONOGRAPH SHIPMENTS... 
PHONOGRAPH RETAIL SALES 


RADIO PRODUCTION (excludes auto)... 
RADIO RETAIL SALES... 


TELEVISION PRODUCTION 





TELEVISION RETAIL SALES 
REFRIGERATORS 








RANGES, Electric, Standard...» 
8 TOL Rainer sore 


RANGES, Gos, Standard 





Built-in 


‘UUM CLEANERS 








HERS, Automatic & Semi-Auto... 
Wringer & Spinner... 


‘TER-DRYER COMBINATIONS 


R HEATERS, Electric (Storage) 
R HEATERS, Gas (Storage) 


Nov. 
11 Mos. 
Nov. 
11 Mos. 
Nov. 
11 Mos. 
Nov. 
11 Mos. 
Nov. 
11 Mos. 
Nov. 
11 Mos. 
Nov. 
11 Mos. 
Nov. 
11 Mos. 
Week Jan. 6* 
Nov. 
11 Mos. 
Week Jan. 6* 
Nov. 
11 Mos. 
Nov. 
11 Mos. 
Nov. 
11 Mos. 
Nov. 
11 Mos. 
Nov. 
11 Mos. 
Nov. 
11 Mos. 
Nov. 
11 Mos. 
Nov. 
11 Mos. 
Nov. 
11 Mos. 
Nov. 
11 Mos. 
Nov. 
11 Mos. 
Nov. 





11 Mos. 








1960 1959 %e 
(Units) (Units) Change 
87,400 310,600 |. —71.86 
1,459,900 | 1,612,700 |; — 9.47 
47,600 57,700 —17.50 
509,700 482,200 + 5.70 
94,271 98,786 — 457 
727,050 818,663 —11.19 
47,178 58,261 —17.99 
392,724 428,479 — 8.34 
60,100 67,200 —10.57 
675,500 711,000 — 4.99 
73,000 64,900 +12.48 
1,017,200 | 1,142,200 —10.94 
520,792 621,461 —16.20 
4,104,319 | 3,741,299 + 9.70 
437,983 652,822 —32.91 
3,659,114 | 3,575,096 +.2.35 
105,515 131,498 | = —19.76 
941,521 | 1,061,634 —21.31 
8,326,275 | 7,142,424 +16.57 
50,853 104,953 —51.55 
521,886 598,070 —12.74 
5,176,905 | 5,046,971 + 257 
253,300 265,900 — 410 
3,153,000 | 3,502,400 — 9.98 
65,000 72,500 —10.34 
779,300 854,000 — $.75 
52,500 71,500 —26.57 
617,300 685,300 — 9.92 
115,300 126,100 — 8.56 
1,377,800 | 1,530,600 — 992 
25,700 33,500 —23.28 
317,400 '| 323,800 — 198 ' 
280,550 290,130 — 3.30 
3,058,595 | 3,127,012 — 219 
221,402 243,248} — 8.98 
2,382,044 | 2,718,735 —12.38 
53,899 69,548 —22.50 
668,636 850,405 —21.37 
9.076 16,482 —44.93 
141,296 181,834 —22.29 
52,300 31,000 +68.71 
621,209 739,000 —15.94 
162,900 199,100 —18.18 
2,470,600 | 2,760,700 —10.51 








| vs. 1960 


NUARY 23, 1961 


Sources: NEMA, AHLMA, VCMA, EIA, GAMA. 








LOOK A GIFT HORSE 
IN THE MOUTH 


In this world, people seldom give anything 
away. But sometimes they do offer you more 
for your money. When they do, it’s always 
worth waiting for. Chrysler 1961 Room Air 
Conditioners are worth waiting for . . . because 
they offer you—and your customers—a host 
of new features that add to the value, but not 
to the cost. Things like the new reversible 
Decorator Front. Or the exclusive Weather 
Seal. Or the super-fast mounting kit. And 
many others. Sound hard to believe? Then look 
this gift horse in the mouth. Call your Chrysler 
Distributor for a close look at the line after 
January 30. 


> HRYSLER 


AIRTEMP 


Chrysler Corporation, Airtemp Division, Dept. BH-11A, Dayton 4, Ohio 








More steel, more strength in 
every Enterprise! One piece, 
**Uni-Weld”’ construction . . . no 
rattles! Porcelain inside and out 
...norust! Top craftsmanship 
. . . all models! 


@ One piece, ‘Uni- 
Weld” construction! 


® Rust-proof porcelain 


finish, inside and 
out! 


@ New “Sheer Look” 
backguards! 


@ FREE FLOOR PLAN! 











Enterprise. 
CENTENNIAL 
| Catone, 


LIFETIME BEAUTY 











Get full details on the Enterprise range line 
_. . your money-maker with the features that 
SELL! Write for catalog! 


PHILLIPS & BUTTORFF CORPORATION 


Nashville, Tennessee ne Since 1858 














e 
Deliver 


..». me and my MA GLINER lightweight 


delivery truck ramp! Now, put your deliveries on a 
low-cost, one-man basis. Make a Magliner the helper on your 
trucks .. . eliminate double load handling— make more stops at 
lower cost. Light and tough, Magliners are easily handled and posi- 
tioned by one man. Self-cleaning traction walkway assures safe, 
sure footing in rain, snow, sleet, etc. Flanking deck area is smooth 
for easy wheeling. Guard rails prevent 
truck run-offs. Load capacities to 1,500 
lbs. Standard lengths, 7 to 16 ft. 


WRITE FOR BULLETIN 
ON DELIVERY TRUCK RAMPS MAGNESIUM 
Magline Inc., Box 241, Pinconning, Mich. 
Canadian Factory: Magline of Canada Limited, Renfrew, Ontario 
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TAKING “STOCK A quick look at the way in which 


the stocks of 54 key firms within the industry behaved 
during the past week. This unique summary 1s another 
exclusive service for readers of EM WEEK. 





i Ee 


























<—16 Months ergy 
44 Averages of the 54 Stocks 
Listed Below 
40 
36 
32 
28 
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it tdtt 99 6 2330 6 13 027 6 3 02a 3s WW 8 3 ft OB 
STOCKS AND DIVIDENDS 1960 | CLOSE | CLOSE NET 
IN DOLLARS HIGH LOW | JAN. 9 JAN. 16 | CHANGE 
NEW YORK EXCHANGE 
Admiral 23% 10 6| 6%] 1m | +t 
American Motors | 29'/, 17! 17%, | 17%, | — 
Arvin Ind. | 27'/2 16%, 22% | 21% | —I% 
Borg Warner 2 48! 31% 37%, | 37%, | — 
Carrier 1.60 4l 27s 35% 37% | + 1% 
CBS 1.40B 451/, 345, 35% 36'/2 + ¥% 
Chrysler | 1%, 37% 39!/ 39%, + Vs 
Decca Records 1.20 39%, 17% 374%, 35'/, — 2% 
Emerson Electric | 58!/4 33 54!/, 573% + 2% 
Emerson Radio .50F 22' 1, 12 13 +1 
Fedders | 20% 1554 11%, | 17% + % 
General Dy. 1.75E 53!/, 33! 42 43% + 1% 
General Elec. 2 99% 664, 72'/2 70 — 2'/2 
General Motors 2 55% 401/, 43% 42\/ + ', 
General Tel & El .76* 34!/, 24%, 27% 27/4 — kA 
Hoffman Elec. 45P 30'/, 15 17% 16% — I; 
Hupp Corp. .37T 1314, 6% 8% 8%, eer 
Magnavox | 55 31% 48!/2 47%, — % 
Maytag 2A 44!/, 31 38/4 38 — 
McGraw-Edison 1.40 45 28 35!/ 341, — I% 
Minn. M&M .60 88 60 72 71, — 
Montgomery Ward 2 55% 25!/, 29% 285, — % 
Monarch .30E 19%, 11% 145 14!/, — 
Motor Wheel |! 231, 1 12!/ 131%, + % 
Motorola | 98 60!/, 80 77'/z — 2% 
Murray Corp. 29'/, 245% 26%, 275% + 
Philco 46 38\/, 16 19% 19 — % 
RCA 1B 78% 46!/, 52 505% — 1% 
Raytheon 2.37T 53% 30!/, 39/g 38!/, — 
Rheem .60 28% 12 15 15/4 + 
Ronson .60 13% 9% 13%, 12!/ — % 
Roper GD 22 14!/g 18!/> 22 + 3 
Schick 16%, 7%, 93, "V/s a 
Siegler Corp. .40B 43 23% 27%, 29 + 14 
Smith A. O. 1.60A 53% 29% 34'/2 34 — 4 
‘Sunbeam |.40A 64!/2 48'/, 52\/, 53 + % 
Welbilt .106 7%, 4 43, 4'/, + WV, 
Westinghouse 1.20 65 45 49%, 4654 — 3% 
Whirlpool 1.40 4%, 22 28%, 28 — % 
Zenith 1.60 129% B9'/, 9995 102!\/, + 2\/, 
so age EXCHANGE 
asco Pd. .35E 10 6% | 10% | 10! _— 
Century Elec. '/ 9%, 53%, | 6/4 | ou — 
Herold Rad. 7g ym | iy | St ae? & 
lronrite .25T 10!/, 5Y, | 5%, | 6l/, + % 
Lynch Corp. (Symphonic) 15 Bi, | WY, | 9% + I, 
Muntz TV 6/2 3, 4% | 4 — 
National Presto 12% 10% 13, | 14! A 
Nat. Un. Elec. (Eureka) 3%, 1% 2/4 | 2s — 
Proctor-Silex 9%, 5'/, 5%, 5\/, os 
Republic Trans. 6Y/, 3% 5 | 45g — ¥ 
Telectro Ind. 21 11, 12. | 12%, — 
mens ond EXCHANGE 
napp-Monarch | om ! ' on 
Trav-ler Radio —, _ ou oy Re 
Webcor | one 9% WW, omer 








A—Also extra or extras. B—Annual rate 
dend. E—Paid last 


plus stock dividend. D—Declared or paid in 195%, plus stock divi- 


Satins Geen. Oe ear. F—Payable in stock during 195%, estimated cash value on ex-dividend or ex-dis- 


value on e 
during first six months 1960. 


. lared or paid so far this year. T—Payable in stock during 1960, estimated cash 
x-dividend or ex-distribution date. *Minn M&M, Motorola, Gen Tel & i ennmuneal stock splits 





ANALYSIS: The market, which 
has shown gains on almost every day 
since Christmas, leveled off on Jan. 
16 and ended the week-long trading 
on a quiet note. The EM Week 
chart closed at 26% and, with a few 
exceptions, most issues showed 
fractional gains and losses. Trading 
volume was up every day of the 
past week with the volume hitting 


better than 4,000,000 shares daily. 
In spite of the heavy trading, busi- 
ness news was not favorable and 
some experts are saying this 
caused the leveling off. Opinions are 
varied as to the immediate future 
along Wall Street; some predict a 
continuing strong market while 
others feel a setback is coming. The 
next three weeks should tell. 
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McCall’s circulation, effective July 1961, 
will be 6,700,000. Actually this average 
was exceeded for the last quarter of 1960, 
with a high of more than 7 million copies 
in December. It is the first women’s maga- 
zine ever to reach a total of 7 million cop- 
ies for any issue. McCall’s was first in 
circulation gains in 1960—an average gain 
of 775,000 copies per issue. 

McCall’s: First among women’s maga- 
zines in size and extent of advertising 
gains in 1960; first in advertising linage; 
first in advertising revenue. 

McCall’s: First among women’s maga- 
zines in editorial four color; first in edi- 
torial service linage; first in total editorial 
linage. Also, first in amount of editorial 
text, and first in amount of illustration. 
McCall’s: First among women’s maga- 
zines to eliminate charge to advertisers 
for bleed pages. 

McCall’s enters 1961 carrying the largest 
advertising revenue ever recorded in the 
women’s field for a January issue—76% 
more advertising revenue than January 
1960, 31.6% more advertising linage than 
January 1960. It represents also the larg- 
est editorial linage of any January issue, 
ever, in the field. 

McCall’s 1960 combined’: Home Furnish- 
ings and Appliance revenue reached a new 
peak of $5,925,000, an increase of 56.8% 
over 1959. And McCall’s also led the field 
with more Home Furnishings and Equip- 
ment editorial linage. 

In establishing its leadership, McCall’s has 
had only this formula: for the best results, 
simply produce the best magazine. Its 

















management specifies and promises that, 
for readers and advertisers alike, it will be 
in 1961 a better magazine than in 1960. 


MecCall’s 


First Magazine for Women 


McCall 








World’s first dryer with 


ELECTRONIC CONTROL 


Clothes come out softer, need 
less ironing, because wrinkles 
are never baked in. 

For the first time clothes can be dried auto- 
matically without losing their natural mois- 
ture. That’s because this new Maytag with 
electronic control knows exactly when to shut 
itself off. How does it work? The baffles are 
wound with 24 moisture-sensitive coils that 
























































“feel” the clothes constantly. At just the right 
moment, it shuts itself off. 

And the Maytag Electronic Control Dryer is 
also a Maytag Halo of Heat® Dryer, thus com- 
bining precision electronic control with 
Maytag’s gentle low-temperature drying. 

It’s new. It’s exclusive. It’s the biggest sell- 
ing news in dryers since their invention. Con- 
tact your Maytag Regional Manager or Dis- 
tributor or The Maytag Company, Newton, Ia. 




















Close-up of dryer drum 
and electronic baffle 


Gentle, 
even heat 
surrounds 

clothes 


(Maytag does this) (Other dryers do this) 


Illustration shows how new Maytag Halo of Heat Dryer with 
electronic control surrounds clothes with gentle, even heat. 
Eliminates harsh “hot spot” heat found in other dryers. 


The dryer that combines electronic precision with Maytag dependability... 


|MAYTAG 
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